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ACME r 
SHOWCARD & SIGN CO. LTD. Of 
Paragon Works, Enfield, Middx. 

Tel : Howard 1651 ACME 


How Overseas 
Affiliates Can 
Operate 


Sin,—As an agency currently 

advertising in Over 7U countries, 
we rely extensively on the valu- 
able services of London repre- 
sentatives of overseas media. On 
that score, we have no quarrel 
Pwith Mr. Vickers’ letter (July 12); 
but, at least as regards methods 
‘of handling, our experience leads 
us to complete disagreement with 
him. 
_ Agencies operating overseas do 
mot simply “place” advertising 
any more than a British agency 
contents itself with booking 
Space. They plan and conduct 
campaigns. 

As in Britain, there are many 
considerations in the selection of 
overseas media other than the 
cost per thousand. Only an agency 
Situated in, and familiar with, a 
foreign country can bring to bear 
on media selection the same 
degree of expert knowledge which 
a client rightly expects in this 
country. To attempt this task in 
London is virtually impossible. 

Moreover, the main source of 
information is the media repre- 
$entative himself, who can hardly 
be expected to have unbiased 
views. 

The functions of an affiliate 
agency include, in addition to the 
selection of media, such jobs as 
the translation of, adaptation of 
and, on occasions, complete crea- 
tion of copy and illustrations to 
ensure their suitability for the 
country in question. 

In many overseas countries, 
radio, cinema, and posters form 
a considerable part of some cam- 
paigns. While there is some 
London representation of these 
media from some countries, its 
smal] scale makes the use of an 
associate agency absolutely essen- 
tial. 

Most 
agents, 


important clients 
distributors, or 


have 
branch 


LETTERS 


TO THE EDITOR 


Managers Overseas wiih whom 
regular contact is necessary. Many 


ot these representatives have 
spent years in the country and 
can give useful advice and 


opinions on advertising angles 
trom the point of view of local 
requirements. 

We do not by any means agree 
that there is representation in 
London for “every overseas news- 
paper, trade and technical journal 
of any repute.” 

Despatching of copy such as 
blocks and matrices we have 
found far slower (and usually 
much more expensive) than send- 
ing photoprints direct to affiliates 
for production. Moreover, a cor- 
rection on a block or a price to 
be filled in on it often leads to 
fatal consequences without an 
affiliate to handle the work. 

JACK S. SWAAB, 

Manager, Overseas Department, 

Foote, Cone & Belding Ltd. 


Profit—The Primary 
Purpose 

Sik, —Is) it not odd that out of 
the spate of words delivered at 
the International Advertising 
Conference, the word “profit” 
emerged rarely, although almost 
continuous stress was laid upon 
advertising’s “social responsibili- 
ties,” “consumer obligations” and 
so forth?- ~~ 

it still remains a fact that the 
primary purpose of advertising is 
to benefit the advertiser, and its 
main responsibility to help make 
a profit. Perhaps it is character- 
istic of our times that although 
almost everyone is acting from a 
profit motive, no One can mention 


the fact. 
D. Il. CLEMENTS, 
Publicity Manager, 
Servis Electric Washers. 


How Advertising 
Can Win Respect 


Sir,—In your July 19 editorial 
you say “Advertising can no 
longer be content to sell, because 
selling is its job.” You would 
seem to imply that selling is so 
much the primary function of 
advertising that it can be taken 

for granted. 


Many speakers at the Confer- 
ence seemed to take the same 
view. The amount of time 
devoted to advertising’s real job 
was small. 

To some of us, this seems a 
pity. The outside worid may have 
been impressed by the high aims 
and ideals canvassed so fervently. 
lt is easy for us to forget, how- 
ever, that any public pronounce- 
ment by an advertising man ts 
almost bound to be regarded with 
suspicion, unless it be very much 
“down to earth.” From this it 
follows that reports of a gathering 
of men primarily interested in a 
better performance of their prim- 
ary function, might have pro- 
duced an even betier impression. 

Before advertising can achieve 
the high aims set forth at the 
Conference, it must be regarded 
with more respect than at present. 
It can best win that respect, 
surely, by cutting the cackle and 
getting on with its job. Is it not 
important that we, in this country, 
should bend all our energy to- 
wards learning to do our primary 
job with some reasonable degree 
of efficiency before we take tume 
off to try and save the world? 

JOHN CUFF, 
Managing Director, 
Lambe & Robinson Ltd. 


(Mr, Cuff has ignored the con- 
text of the phrase he quoies from 
our editorial. The’ sentence in 
full read “Advertising can no 
longer be content to sell, because 
selling is its job—and ask no 
questions.” The editorial went on 


to stress the responsibility of 
advertising to the consumer. An 
implication that we take the 


selling function “for granted” is 
hardly justified —Editor.) 


Common Basis 


Sir,—I endorse Mr. Wilson's 
plea (July 19) for a common basis 
for readership surveys. Such a 
basis would have been provided 
had the proposal to establish here 
an Advertising Research Founda- 
tion, on the lines of the USS. 
organisation, been adopted. It is 
much to be regretted that this 
proposal was shelved. 

ADVERTISING AGENT, 
(Name and address supplied) 


A ACME 
SHOWCARD & SIGN CO. LID 
Paragon Works, Enfield, Middx 

ACMé Tel : Howard 165/ 


Cutting Costs— 
40 Years Ago 


Sik,—1 was very interested in 
the announcement tliat the 
Express is going to reduce its 
Page widths. What has somewhat 
Surprised me is that such a step 
has not been taken generally ere 
this. it is an economy which IL 
adopted just over 40 years ago 
when 1 went to the Pall Mall 
Gazette in a managerial capacity, 
primarily to re-organise the tech- 
nical departments and reduce 
production costs. 

[The paper then had rather 
generous page margins and 
gutiers, and so I had the centre- 
bits and “dogs” on the rotaries 
reduced, and cut down the width 
of the reels. The reduction in 
page width was hardly noticeable, 
the column width remained un- 
altered, but a quite appreciable 
Saving in paper cost was effected. 

D. CAMERON-FORRESTER, 

Chairman, 
Curtis Advertising Ltd. 


Free Enterprise 


Sir,—Something has been mis- 
printed, or mis-read. Mr. Soutter’s 
comments (July 12) would be 
justified if anyone had claimed 
the Free Enterprise campaign to 
be “non-political.” What has 
been said, and what is true, is 
that the campaign is “non-party.” 
No political party has inspired it, 
is sponsoring it, or supporting it. 

One of the political points on 
which backers of all the major 
parties are agreed is that unless 
freedom of enterprise can be 
brought back Britain faces a 
gloomy future. 


SINCLAIR WOOD. 
Pritchard, Wood & Partners Ltd. 


Owing to a printer’s error a 
wrong telephone number ap- 
peared in the advertisement for 
Anglo Fancy Products Ltd. in 
the last Services & Supplies 
section. Telephone number of 
this firm is Gladstone 6761. 
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Dual 


Personality 


Above, Mr. Smith, director of a firm of 

builders whose name and fame is national : 

below, Mr. Smith, quite prominent (locally) for his 
knowledge of amateur theatricals. 

Both Mr. Smiths are the same Mr. Smith — 

and Mr. Smith, like so many leaders with an 
industrial empire to guide and an absorbing spare- 
time hobby, relies on “ The Listener” to keep his 
outlook catholic and his intelligence keen. 

You can meet both Mr. Smiths through the pages 
of **The Listener”’. The amateur impresario 

is a well-to-dw citizen who wants the best for 


himself, his family and his home: as one of the 


leaders of the building industry he is a buyer on 
a princely scale in a market that ranges from 


nails to excavators. 


The Listener 


Member of the Audit Bureautof Circulations 


For readers who think, thinkers who read 


All enquiries to: Head of Advertisement Department, 
B.B.C. Publications, Broadcasting House, Portland Place, London, W.1. 


Huyham Advertising 
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Young woman in her 


formative years... 


bride-to-be, with 
trousseau to provide... 
or newly married, 
home building | 


in earnest... dn 5: 


she looks to 


Good Lusle 


to guide her in 
good living, 
sound judgment 


and wise spending 
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Why Government Are Adamant Against 


Commercial Radio 


AD. CODE FOR AIR SUGGESTED IN 
PARLIAMENTARY DEBATE 


| peer opposition to commercial broadcasting was declared 
by Government spokesmen in the Parliamentary debate on 


the Beveridge Committee’s Report 


last week, Mr. P. Gordon- 


Walker, Secretary of State for Commonwealth Relations, intro- 
ducing the debate, said the Government were in complete 


agreement with the Beveridge 
Report on “the great principle 
that there should be no com- 
mercial and no sponsored 
broadcasts in this country.” 

The Postmaster-General, Mr. 
Ness Edwards, winding up, de- 
clared; “Once we opened the door 
to commercial broadcasting, we 
should have to hedge it round, we 
should have to tie it up, we 
should have to make all sorts of 
discriminatory rules until, in the 
long run, we should either have a 
public outcry about the nature of 
the broadcasting, or, what would 
be worse, a public outcry about 
the nature of the advertising.” 

Several Members suggested an 
ad. code for commercial broad- 
casting would be feasible. 

‘No Unanimity’ 

Mr. Gordon-Walker contended 
that advertisers had shown no 
unanimity in favour of sponsored 
or commercial broadcasts. He 
quoted the questionnaire sent out 
by the Incorporated Society of 
British Advertisers, as detailed in 
the Beveridge Report. LS.B.A.. 
he said, “also gave a fairly good 
indication of the sort of firms 
that would be likely to advertise 
if we had sponsored programmes. 
They say that they would be firms 
in the medical, toilet, cosmetic, 
food and drink trades.” 

Mr. Gordon-Walker com- 
mented: “So, if we were to make 
this radical change in our affairs 
we should do it with our eyes 
open, knowing the sort of ‘com- 
mercials’ to which we should 
have to listen. 

“One has to decide whether 
broadcasting should be controlled 
by those who have broadcasting 
interests only at heart, or as a 


sort of by-product, by those who 
have other interests at heart. 

“We have no hesitation in ad- 
vising the House that it would be 
fatally wrong that our broad- 
casting should be put in the hands 
of people to whom it would be a 
by-product of their other major 
interests,” he said. 

Megan Lioyd-George 
(Lib.) reiterated the suggestions 
which, as a member of the 
Beveridge Committee, she had 
made in a Minority Note signed 
also by the chairman and by Mrs. 
Stocks, that there should be cer- 
tain specified hours for controlled 
advertising. 

“IT cannot think that any very 
great danger will arise from that,” 
she added. “It is unreasonable 
that the air and television should 
be barred for all time to legiti- 
mate advertisement. Why should 
it be prohibited here any more 
than im a newspaper?” 

She was amazed that the 
Government should be so scared 
of a modest proposal, which 
would have to be approved by 

@ Continued on page 213 


Opening of the Master Printers Congress. 


‘Vast Potential Market For More 
And Better Print’ 


The international sharing of 
ideas and experience was urged 
at the opening session of the 
Seventh Internatioval Congress 
of Master Printers, which is 
being held in London this week. 

Delegates from 16 countries 
heard W. Hope Collins, chairman, 
Congress Committee, say: 

“There is a vast potential mar- 
ket for more and better print to- 
day. Our real concern is not in 
preventing our competitors from 
deriving benefit from the open 


exchange of information and 
opinion, but in improving the in- 
dustry’s efficiency with the help 
of all those in it.” 

A goodwill message from the 
Conference patron, Mr. Winston 
Churchill, stated: 

“The printer must put his labour 
and materials to the best possible 
use in disseminating knowledge 
more widely, conveying news 
more speedily, commemorating 
events more gracefully, and 
adorning life more beautifully.” 


@ Continued on next page 


% This is the only journal to cover all grades of Local Government purchasers 


Local 
Government 
Service 


COVERAGE—all local government personnel from top to bottom. 
PENETRATION—-ight into their homes every single month. 
READERSHIP—both consumer and official. 
CIRCULATION—now at 231,500—rising issue by issue. 
RATES—at £130 per page about I1s. per 1,000. 


Sor further details write or ‘phone : 


REGINALD HARRIS PUBLICATIONS LIMITED 


12 Stanhope Row, London, W.1 GROsvenor 3879 
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PRINT CONGRESS HEARS PRODUCTION HINTS 
FROM MANY LANDS 


How To Select Executives 


— 

The Lord Mayor of London 
(Alderman Sir Denys Lowson), 
who, with the King’s Sheriffs, was 
welcomed at the opening session 
by the Mayor of Westminster 
(Cr. A. Sciver) also referred to 
the “almost inexhaustible market 
for the printed word.” It would 
not be amiss, he said, to suggest 
that European countries should 
take active steps to develop new 
sources of supplies of pulp and 
paper, and new plant. One of the 
best sources of supply at home 
was paper salvage. 

The Mayor of Westminster, 
who spoke in French and then 
translated his own _— speech, 
referred to the fact that it was in 
Westminster that Caxton set up 
his press. 

Presiding over the session was 
Rolf Unwin (president, British 
Federation of Master Printers, 
hosts to the Congress) who read 
a goodwill message from Winston 
Churchill, patron of the Congress. 

That the International Bureau 
of Federations of Master Printers 
brings together 20 Federations 
from 15 different countries was 
mentioned by its president, F. 
Lefort-Lavauzelle, who advo- 
cated a study of the organisation 
of research institutes in various 
countries (of which “Patra” was 
a wonderful example) with a view 
eventually to establishing co- 
operation between them so as to 
avoid useless and expensive 
repetition. 

At the subsequent luncheon at 
Grosvenor House, the Lord 
Mayor referred to the increase in 
newspaper circulations as an in- 
dication that printing was a 
“growing industry.” As such, it 
should lay its plans accordingly. 


Buying Policy Can 
Effect Savings 


“If one examines the root 
causes of faulty production one 
will find that the journeyman is 
the last person to whom blame 
attaches.” said W. Merkli 
(Switzerland) at the conclusion of 
his talk on “Productive Effici- 
ency.” 

As a rule, he said, errors— 
with the exception, of course, of 
misprints—were traceable to the 
management, whether they were 
due to an absence of clear instruc- 
tions, a misunderstanding, forget- 
fulness, or lack of ability to see 
that orders were carried out. 

Mr. Merkli stressed the impor- 
tance of a well-conceived system 
of production and cost records, 
which should be designed to pro 
duce accurate figures as quickly 
as possible. 

Production records would fur- 


nish valuable information for 
comparison in the various sec 
tional fields of production 


whether in regard to personnel, 
machinery, and working methods, 
or difficulties with material—a 
point of great importance in the 
selection of paper. It was pos- 
sible to effect savings by means 
of a suitable buying policy and a 
rigid control of the consumption 
of sundries and materials. 

In Switzerland, increased per- 
formance was sought by mechan- 
ising composition to a consider- 
able extent by the suitable use 
and combination of slug and 
single-letter composing machines. 
Great importance was attached 
to good pre-make-ready. 

In reproduction they were try- 
ing, as far as possible, to replace 
hand work by a photo-mechanical 
process, whether for the produc- 
tion of engravings for letterpress 
printing or photo-lithos for offset 
printing. They worked with 
densitometers, masking and con- 
tact screens. In this, however, 
Switzerland was in the fortunate 
position of being able to buy un- 
restrictedly all the photographic 
material and chemicals that 
Europe |or America could pro- 

uce. 


Keeping Alive The 
Will To Work 


In offset printing, a standard- 
isation of working methods and 
materials was aimed at. For this 
reason,’ only deep-etched plates 
were ysed for plate making. 
Negative printing or even transfer 
had been dispensed with long 
ago. 

Dealing with the human factor, 
Mr. Merkli considered the in- 
creasing demands of the trade 
unions for high minimum wages, 
more holidays, increased social 
benefits, and artificial safeguards 
for keeping people in employ- 
ment. “Involuntary protection is 
given to the incapable worker 
while the efficient one perforce 
is burdened with him,” he alleged. 

In order to keep alive the will 
to work there were, in addition 
to more pay, a number of factors 
of a psychological nature. Lack 
of space, for instance, very fre- 
quently led to annoyance and a 
disinclination for work. A good 
team spirit not only helped to 
reduce technical difficulties in 
working operations but created a 
favourable working atmosphere 
and united the personnel into 
large working groups. 

Special trade classes attended 
by all employees had proved a 
great success. Every department 
had its own course of instruction. 
Each head of the department at 
first gave theoretical instruction, 
based on plans and drawings. 
describing the various stages of 
operation. The most capable 


_ journeyman gave practical demon- 


W. Hope Collins 


W. Merkli 


F. Lefort-Lavauzelle 


strations and explanations. Every 
department took pride in present- 
ing its work in the most favour- 
able light. 

Prizes were awarded for good 
ideas in improving efficiency, and 
to promote this scheme a num- 
ber of competitions had taken 
place. Though the majority of 
suggestions or ideas might not be 
new or practicable, the workers 
were stimulated to assist by co- 
operation and contemplation. 
Any proposed innovations could 
be introduced without difficulty 
because they derived from the 
workers themselves and not from 
their superiors. 

Perhaps the most important 
factor for obtaining successful 
production, Mr. Merkli believed, 
was the selection and training 
of executives. 

“I have learnt by ex 
that for smooth and faultless 
organisation and execution of 
orders, it is better to have trained 
technical experts in the manage- 
ment than commercial people,” 
he said. Technical experts were 
trained as costing clerks, mana- 
gers, and correspondents on the 


assumption that for service to 
customers, preparation and execu- 
tion in the works, a thorough 
technical training was of prim- 
ary importance. Commercial 
usage could be subsequently 
learnt much more easily. 

“It is, in the long run, only 
good management which will 
furnish a guarantee of productive 
efficiency,” he concluded. 

Léon Burghgraeve (Belgium) said 
an attempt had been made in his 
country, in co-operation with the 
Dutch, to perfect a system of 
minimum costing, but it was diffi- 
cult to get Belgian printers to 
accept the views put forward. 
Unfortunately, instead of produc- 
ing more in order to sell more 
cheaply, they often produced 
more cheaply in the hope of sell- 
ing more. Moreover, the trade 
unions generally tended to try to 
raise minimum salaries without 
being in the least concerned with 
the ability of the workers. 

. . Tillotson (Britain) 
claimed that four promising 
developments in this country 
were: incentive payments, works 

@ Contin on page 188 


Letterpress and Gravure 


Speaking on “Letterpress,” 
Giulio Stucchi (Italy) said: 

“Some people insist that letter- 
press printing is in decline, rele- 
gated to the role of Cinderella by 
newer processes such as roto- 
gravure and offset. 

“When some years ago offset 
appeared on the market there was 
a burst of enthusiasm for the 
new process, the dernier cri in the 
printing world, and of course 
there was no lack of pessimists 
as to the fate of letterpress. To- 
day, however, to those who were 

counting the days of letterpress 
we may answer that it is more 
alive than ever.’ 

Type composition, whether by 
hand or machine, remained the 
basis of every printing process, 
except the purely pictorial one. 
Letterpress printing machines had 
now attained a high degree of 
perfection and speed and they 
were able to meet the demand for 
long runs, with the added advan- 
tage of perfect clarity of type and 
brightness of colour. 

Technical progress, through the 


most modern rotary machines 
helped to solve the problem of 
reducing costs. New printing 
presses and new processes speeded 
up and increased output, reduced 
prices, and widened markets. 

“New Trends and Develop- 
ments in Gravure Printing” were 
discussed by Dr. H. A. de 
Goeij (Netherlands). 


These, he said, might be 
grouped under three headings: 
making the gravure cylinder 


more quickly; increased printing 
speed; and, in colour printing, 
natural and flawless reproduction. 

Two developments not yet 
quite ready for the market were: 
“gravure-offset,” in which the 
matter on the gravure cylinder 
was printed on to a_ rubber 
roller, which then transferred its 
ink on to the paper; and 
Huebner’s “gravure-onset.” In 
this latter, which was still a long 
way from finality, the ink was 
transferred to the paper by elec- 
trostatic force, while the forme 
consisted of a porous cylinder 
cover with a copper skin. 
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Diploma Correspondence Course 


Will Be Discussed 


JEFKINS INVITES SUGGESTIONS 


FOR SEPTEMBER AGENDA 
The Education Committee of the Advertising Association, at 
their September meeting, will discuss the possibilities of running 
a correspondence course for the Association’s Diploma, for 


which project there has been 
strong support recently in our 
correspondence columus. 

F. W. Jefkins, assistant secre- 
tary of the Advertising Associa- 
tion, states: 

“While there is much to com- 
mend the proposal, the operation 

of corres- 
= pondence 

: a courses 
which were 
adequate to 
the demands 
of the dip- 
loma __ sylla- 
bus would 
be neither 
simple nor 
inexpensive . 
It has been 
suggested 
that courses 
could be 
operated by 
selling text- 
books, publishing study-notes 
and utilising part-time examiners, 
but this is scarcely adequate. 

“In fact. to undertake the task 
properly, for the advancement of 
the students concerned and for 
the maintenance of the prestige 
of the diploma, it should be ap- 
preciated that the finances, offices 
and staff required would lead to 
the formation of an organisation 
which in size would be almost 
comparable with that of the Ad- 
vertising Association itself. 

“It is most unusual for trade or 
professional bodies to provide 
such education when there are 
colleges which specialise in cor- 
respondence courses, and which 
can operate more economically 
since many of the subjects they 
offer are common to several 
examinations. 

“Nevertheless. the Education 
Committee is perfectly willing to 
discuss the possibilities of operat- 
ing diploma correspondence 
courses, and this matter is to be 
placed on the agenda for its 
September meeting. 

“In the meantime, I should be 
glad to receive any information 
or suggestions from readers.” 


F. W. Jefkins 


Newnes Pay 20%, 


George Newnes Ltd. have 
declared. for the year ended 
March 31, 1951, a final dividend 
of 10 per cent and a bonus of § 
per cent on the ordinary shares, 
making with the interim dividend 
of 5 per cent already paid a total 
of 20 per cent (as last year). 

Net profit for the year is 
£302,606 (as against £252,252 
last year). Net profit for the group 
is £551,164 (£500,308). 


Newsreel Repeat 
Performance 


y 

Rank film of the International 
Advertising Conference that a 
special showing has been 
arranged for August 10 at the 
New Gallery, Regent Street, 
at 11 a.m. 

Applications for tickets 
should be made to the Adver- 
tising Association, in writing, 
by August 7. 

Seats 


are free—and there 
are only about 1,000 of them. 
It will be a case of first come, 
first served. 


SHARING THE 
BURDEN POLICY 


The Associated Iliffe policy of 
asking readers and advertisers to 
share the burden of increased 
production costs has been fully 
endorsed by the various indus- 
tries with which these journals 
are associated, Claude E. Wallis, 
chairman, said at the annual 
meeting of Kelly’s Directories, of 
which Associated Iliffe is the main 
subsidiary. 

“In no circumstances would 
we cortemplate the false economy 
of lowering the standards of our 
publications as an alternative to 
necessary adjustments in adver- 
tisement rates and selling prices,” 
he said. 

Net profit of the group is 
£431,546, a decrease of £107,044. 
A final dividend of 15 per cent, 
making 20 per cent for the year 
ended February 28, was recom- 
mended. 


; size of 


More Paper 
For Export 


The paper trade is being asked 
to increase exports as part of the 
Government's measures to cope 
with! the country’s deteriorating 
trading and balance of payments 
position. 


This will almost certainly mean 
less paper for home consumption, 
as there is neither the raw 
material nor machine capacity 
currently available to increase 
production materially (writes our 
paper trade correspondent). 

Esparto papers, wood free 
printings, imitation art, coated 
papers and manufactured items 
such as Stationery, envelopes, 
account books, etc., will probably 
be the main categories where ex- 
ports will be pressed. These 
— particularly the converted 

paper goods, are the most valu- 

in terms of cash returns. 


Restrictions Possible 


Trade observers consider it un- 
likely that British newsprint mills 
will be asked to step up exports 
beyond the present level which, 
consuming interests assert, is 
already too high considering the 
British newspapers. 
Furthermore, the national interest 
would not be served by reducing 
newspapers to even smaller sizes 
in these critical times. 

The possibility of restrictions 
on home consumption of paper 
cannot be ruled out, however. 

Government requirements and 
those for the nationalised indus- 
tries are increasing and, like those 
for banking, insurance, local 
government and education, must 
be met if the essential life of the 
community is to be maintained. 
On top of this, high-priority 
usages for the defence pro- 
gramme are increasing, and all 
have to be met from production 
already stretched to the limit. 
Now the paper trade is faced with 
a call to step up exports, and all 
the indications are that the 
ordinary commercial user in this 
country will have to go short. 


NEWSPRINT GOES UP AGAIN 


The third increase in the price 
of home-produced newsprint to 
be announced this year comes into 
effect on Monday. 

In newspaper 
regarded as an “interim” rise. 

In a special interview with 
ADVERTISER'S WEEKLY last week 
E. J. Robertson, chairman, 
Express Group, said there was a 
strong possibility of newsprint 
rising to about £75 a ton by the 
beginning of October. He thought 
it likely, with a view to softening 
criticism, that the Government 
would allow this increase to take 
place in two stages. 

The maximum prices for home- 
produced newsprint mechanical 
printing paper and Kraft liner 


circles it is 


board are being increased mainly 
because of the higher price of 
imported wood pulp, states the 
Ministry of Materials. 
Newsprint prices will be in- 
creased by £6 18s. 9d. a ton, 
mechanical printing paper by 
between £11 12s. 6d. and £25 10s. 
a ton, according to grade, and 
£26 a ton for Kraft liner board. 
The present increases will 
bring the price of newsprint to 
£66 18s. 9d. a ton—compared 
with £10 a ton before the war. 
The new equalised price—which 
also takes imported newsprint 
costs—to be paid by all news- 
papers will be announced soon. 
The equalised price at present 
is £60 a ton. 


ADVERTISER'S WEEKLY 


quaint COLUMN 


For a thousand years there 
have been butchers’ shops in The 
Shambles, York. 

In taking over a disused shop 
and converting it into a summer- 
time information bureau, British 
Railways North Eastern Region 
have maintained tradition and 
kept in line with adjoining and 
facing butchers’ shops by provid- 
ing dummy carcases and a boar's 
head as interior decoration. 


ODD SP@T 


Asked for information 


lem to a number of trade 
experts. 
The screen process was first 
used in Egypt, said some. No 
in China, others insisted. A 
third claim was aioe for 
Persia, 

The Association has now 
asked ALL members if they 
have any recorded history. 


A Blow For 
The Band 


The police band of the Irish 
Civic Guards was playing bravely, 
The marching lads went by. . 

But the procession was to boost 
the sales of Pepsi-Cola—and the 
band’s fee was 22 guineas. 

There was a sequel in the Dail. 

The Minister of Justice was 
asked about the employment of 
the band “in connection with an 
advertising campaign for the mar- 
keting of a beverage by the Irish 
agents of an American firm.” 

He deprecated use of the band 
on this occasion and ruled that 
they must not accept any more 
engagements connected with 
advertising. 


IN THE BAG 


Who is the owner of a small 
brown Gladstone-type bag left at 
either Wentworth or Walton 
Heath Golf Clubs during the 
International Advertising Con- 
ference golf competition? 

The bag. which contains a pair 
of grey socks a plain white hand- 
kerchief, a white poplin shirt and 
a set of men’s underwear has 
been returned to the Advertising 
Association. 

Clue to the ownership may be 
provided by the fact that the bag 
is lined on the bottom with a 
1947 issue of the Tottenham and 
Edmonton Weekly Herald. 
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SPACE APPLICATIONS URGENT 


exhibitors should appty for space withou: dela» 
Manufacturers who have not recened an apphcation 


m should write st one — 


FOR THE LONDON SECTION TO: 


wmengia! Relaiioms and txpery Deperimcnt 
te Lacon Mouse, Theatalds Row, tondoo. WC I 
ane ony 44! 


‘ror TNE ENGINEERING AND HARDWARE SECTION TO: 


{ Commerc 


BRITISH INDUSTRIES FAIR - MAY 5-16, 1952 


industrial Press advertisement for the 1952 British Industries Fair. 


80,000 Posters For 1952 B.I1.F. 
Campaign: Crawford Are Agents 


HE first stages in publicity planning for the 1952 British 
ipo Fair, which will be held jointly in London (Earls 
Court and Olympia) and Birmingham (Castle Bromwich) May 5— 
16, have now been finalised. Plans include: 


Overseas: A Press advertising 
campaign covering the most 
important markets in Europe, 
the Commonwealth, Middle 
and Far East; separate cam- 
paigns in the U.S.A. and in 
Canada. : 

Home: A Press campaign 
directed at potential exhibitors, 
urging them to apply for space 
at the Fair at the earliest pos- 
sible date. Advertisements will 
appear in selected trade jour- 
nals and chamber of com- 
merce journals this month and 
next. 

Press and poster advertising 
will probably be used to stimu- 
late interest among home 
buyers in the early spring. 
prior to the opening of the 
Fair. 

In addition, a wide range of 
tinted material will be prepared 
or distribution at home and 
overseas-—at home through 
exhibitors, transport companies, 
local authorities, chambers of 
commerce, banks, insurance com- 
panies, and overseas through 
British Government posts. This 
material will include some 80,000 
posters (in double royal, double 
crown and crown size) 8 million 
poster stamps, 4-million booklets, 
50,000 showcards. 


Gear-Wheel Motif 


Having in mind the advantages 
of securing a “family” resem- 
blance in all pieces of publicity, 
a simple, but striking, design has 
been agreed which can be used 
for printed material and can be 
incorporated in Press advertise- 
ments. This design is a variation 
of the “gear-wheel” motif which 
has been used with success for 
revious campaigns and which 
as been established as the recog- 
nised symbol of the B.1.F. 

The campaign, both home and 
overseas (with the exception of 
U.S.A. and Canada) is being 


undertaken by the Central Office 
of Information. 
W. S. Crawford Ltd, have been 
appointed advertising agents. 
The Walsh Advertising Co., 
Toronto, have been appointed as 
agents = oy By in 


Canada; op Sao 
& ont have en 


appointed to handle the om 
paign in the U.S.A. 


The Prime Minister will 
open the International Film Ex- 
hibition sponsored by the Daily 
Graphic, in association with the 
Film Industry Publicity Circle 
to-day (Thursday). 


JuLy 26, 1951 


WANTED: HUMOROUS PROSE 
AND VERSE 


‘Advertiser’s Weekly’ Announces A New 
Christmas Number Competition 


Do you write humorous prose or verse? If you do, you are invited 
to enter a competition promoted by “Advertiser's Weekly” to find 
new contributors for its Christmas Number. 


A prize of £15 15s. is offered for the best humorous story or sketch. 
For the best humorous verse there is a prize of £10 10s. 


Rules of the competition are as follows: 


1, Every contribution must have advertising or publicity as its theme. 
2. Prose entries must not exceed 1,000 words. Verses must not 


exceed 40 lines. 
3. Entries must not have been 


in an 


published y other journal. 
4. Entrants must not previously have couaihuled to “Advertiser's 


Weekly” Christmas Number. 


5. Entries, addressed to The Editor, Advertiser's Weekly, 180 Fleet 
Street, London, E.C.4, must be submitted not later than October 
8, 1951. Envelopes and MSS must be clearly marked “Christmas 


Number Com 


A 4) re final. 

Winning stories and verses will be published. in the “Advertiser’s 
Weekly” Christmas Number on December 20. The editor reserves the 
right to publish in this issue any other entries he considers worthy of 


publication. 


Consolation prizes will be awarded to the authors of 


any entries thus selected. Names of the judges will be announced later. 
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HOW PHOTOGRAPHY CAN HELP 
TO BOOST EXPORTS 


“It is true that the camera can 
lie to disadvantage, but sometimes 
it can lie to very great advantage 
in industrial photography,” said 
Adolf Morath, well-known 
Merseyside camera artist, ad- 
dressing Liverpool & District 
Publicity Association. 

Photography, artistically ap- 
plied in the modern way, he con- 
tinued, could assist and do a 

reat deal to boost our exports. 
For many years industrial photo- 
graphs consisted of a _ general 
view of the factory or an array 
of machinery with some workers 


More Ad. Rate Increases 
Announced For Autumn 


“Woman” is one of a number 
of journals that have announced 
advertisement rate increases. 
From October 6 its two-colour 
page rate will go up from £1,800 
to £2,000 and its monotone rate 
from £1,580 to £1,780. 

From November 7 Punch page 
rate will be increased from £300 
to £350. From the spring 1952 
issue a page in Countryman will 
cost £100 instead of £80 (£125 
instead of £112 for facing matter). 

Three women’s magazines pub- 
lished by the National Magazine 
Co. have announced rate in- 
creases. From next January 
Harper's Bazaar will go up from 
£150 to £175 per page for mono- 
tone and from £225 to £250 for 
colour. Good Housekeeping 
black and white will cost £290 
instead of £260 from October, 
and colour pages will.go up from 
£400 to £430 in November. 
Vanity Fair black and white in- 
creases from £100 to £125 in 
October, and colour from £150 


to £175 in November. 

Among a number of provincial 
papers announcing alterations is 
the Brighton Evening Argus. 
Special positions only will be 
affected, as from October 1. A 
front solus 6 in. d.c. will be £21. 
The s.c.i. rate of 15s. will remain 
unaltered. 

The Photographic Journal, 
organ of the Royal Photographic 
Society, has increased its page 
rate from £15 to £20 for Section 
A (pictorial and general photo- 
graphy). 

The Catholic Herald is raising 
its advertisement rates as from 
August 3. Page rate for the two 
English editions goes up from 
£150 to £187 10s. and that for the 
group. comprising the Catholic 
Herald, Glasgow Observer and 
Scottish Catholic Herald, from 
£200 to £250. The last rate in- 
crease was in 1947, since when 
circulation has increased by 
10,000 to the record January- 
June 1951 A.B.C. figure of 97,893. 


standing quite lifeless by 
it. There had been a growing 
movement on the Continent, in 
America and now in this country 
for industrialists to have some- 
thing better—something which 
breathed the life and rhythm of 
industry. This required a certain 
artistic approach to the subject. 
“To be successful in industrial 
photography,” Mr. Morath went 
on, “one has to study every pro- 
cess of manufacture. Whenever 
I have had an assignment to por- 
tray a particular industry, I have 
spent many hours going round 
the factory making a study of 
how people work, the movement 
of their hands, and their expres- 
sions. I try to characterise and 
dramatise that industry, and then 
having got the general scheme 
laid down, I begin work. If you 
are taking intelligent photo- 
graphs of industry, you must 
show what is happening. Often 
close-up pictures are very arrest- 
ing and tell a story. 
_ “The main thing to remember 
is that you must portray some- 
thing that will catch the eye. 


Cousins Memorial 


The new lounge of the Lloyd 
Memorial (Caxton) Home, Deai 
(a convalescent home for mem- 
bers of the printing and allied 
trades), was opened last Saturday 
and dedicated to the memory of 
the late Arthur G. Cousins. 
chairman of Odhams Press, and 
president of the Home. A tablet 
was unveiled by A. C. Duncan, 
chairman of Odhams Press. 


Graphic Arts Group 

Philippe Mauroux, of Club des 
Caves de France, in Dean Street, 
London, has invited the Graphic 
Arts Group to use the Club as 
their headquarters. 
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At ILKLEY 30 young delegates were entertained by “The Yorkshire 


Observer” 


and “Telegraph and Argus” to dinner. 


This photograph 


shows delegates with Alan R. Derwent, a director, and general manager 
of the Bradford and District Newspaper Co., Ltd. (seated centre); 

H. Howe, advertisement manager (extreme right, standing), and 
i E. Clough, of Bradford Publicity Association (seated on right). 


At BOURNEMOUTH W. Howlett, of Bournemouth Publicity Club, 


accompanied by Mrs. Howlett, 


with Valwyn Edwards (Australia), 
Subhadra Peri (India) and R. Cortopassi (Italy). 


After being enter- 


tained at the Grand Hotel, the delegates saw “Ice Varieties” at the 


Westover Ice Rink. 


London 


Radio Commentator 
Judges Speeches 


At the annual dinner of the 
public speaking section of the 
Publicity Club of London—at 
which B. Tozer won the Leon 
Goodman Cup and Percy Huggett 
the T. G. Comerford Cup—some 
eighty members and guests heard 
Wynford Vaughan-Thomas, the 
B.B.C. commentator, who judged 
the contest, give the following 
qualifications as necessary to his 
job: 

A face of brass; a “camera on 
the tip of his tongue”; a certain 
degree of humility, so that he 
could learn what the other fellow 
is thinking; fluency; and the art 
of the vivid phrase. 

Mr. Vaughan-Thomas depre- 
cated the use of notes by public 
speakers. 

For the Leon Goodman Cup 
the contest followed the usual 
pattern of prepared and im- 
promptu speeches. 

Among those to whom tributes 
were paid during the evening 
were Frank MHughes-Freeland 
(chairman). his predecessor S. 
Thomas Holmes and ‘Raymond 
Rayner. the section’s instructor, 
who announced his choice of Mr. 
Huggett for the Comerford Cup, 
which goes to the year’s most 
meritorious student. 


* Association,” 


E. W. Booth (left) being con- 
gratulated by the immediate past 
chairman W. H. Wilde. 


*We Must Practice What 
We Preach’ 


“We who advise market in- 
vestigation, market research and 
market analysis to our clients, 
should be quite sure that we are 
applying these forms of accuracy 
to our own businesses and to this 
said Ernest W. 
Booth, advertisement manager of 
the Liverpool Evening Express, 
acknowledging his election as 
chairman of the Liverpool & 
District Publicity Association. 


At WINDSOR three coach-loads were entertained by members of 
Berks and Bucks Club to a picnic-lunch in the Home Park. 


Youth Delegates Enjoyed 


Provincial Tours 


ceived everywhere on their pro- 
vincial tours. Everywhere the 
Clubs proved generous hosts. 

' At Oxford delegates each 
received a copy of the official 
handbook to the City, with a 
souvenir label. 


At Sheffield delegates visited 


the canning factory of Batchelor 
Peas Ltd. before lunching at the 
Royal Victoria Hotel where mem- 
bers of the Club and others had 
the opportunity of welcoming 
them. 2 

In conjunction with the Publi- 
city Club of Sheffield, young 
delegates were entertained to din- 
ner by the Sheffield Telegraph & 
Star Ltd. under the chairmanship 
of H. J. Staines, managing 
director. F. K. Gardiner, director 
and editor, proposed a toast. 

At Birmingham the Publicity 
Association gave a reception in 
the garden of the Spa Hotel and 
the entertainment was arranged 
by the newly-formed ladies’ com- 
mittee of the Association. 

After dinner Gerard Hallauer 
(Switzerland) responded to the 
toast proposed by H. N. Brealey, 
president. 

A further party was entertained 
by the Association at an informal 
gathering in the Grand Hotel. 

“Never before in the field of 
advertising have so few delegates 
owed so much to so many hospit- 
able Englishmen.” That is how 
W. Hopkin (New Zealand) para- 
phrased Mr. Churchill when ex- 
pressing thanks during the last 
evening ‘of a young delegates’ 
tour at 3 

At Leeds youth delegates 
visited Temple Newsam Mansion 
where they were shown round 
the historic mansion by Stanley 
Gray. president, Publicity Club 
of Leeds, and the Club's chair- 
man, Henry J. Sutcliffe. They 
were entertained to lunch at 


Powolnys Restaurant, Leeds, by 
the Yorkshire Evening News, 
The Yorkshire Post, and the Pub- 
licity Club. 

Liverpool and District Publicity 
Association were hosts for tea 
at Chester. Visitors were con- 
ducted over the Cathedral and 
other spots of historical impor- 
tance, after which the Liverpool 
Club contingent escorted them 
o Knutsford, where they were 
guests of the Manchester Publi- 
city Club. 

As guests of Kemsley News- 
papers Ltd. and the Manchester 
Guardian and Evening News Ltd., 
a party of 65 at The Royal 
George, Knutsford, sampled an 
evening meal of Cheshire fare on 
their way to the metropolis of 
the Norta. This beautiful old 
historical link with coaching ¢uys 
was a perfect background to ‘the 
happy party presided over by 
Eric Schofield, president of the 
Manchester Publicity Association 
and director and general manager. 
Kemsley Newspapers, with Derek 
Roe in the chair. Laurence Scott 
spoke in happy vein and his re- 
marks on advertising and future 
trends obviously struck a popular 
note, 

Regent Club entertained youth 
delegates to cocktails on Saturday. 


IRISH TOUR 


Representative delegates to the 
International Advertising Con- 
ference from Sweden, India, 
France, Holland, England and the 
U.S.A. spent a busy few days in 
Ireland after the Conference. 
After flying to Dublin they were 
guests at a luncheon of the Irish 
Reception Committee (a joint 
organisation of the Publicity Club 
of Ireland. the Irish Advertising- 
Press Club, the Irish Association 
of Advertising Agencies and the 
Irish Periodicals’ Association) in 
the Metropole, Dublin, and after- 
wards at a fashion show, concert 
and display of Irish goods. 

They spent an evening at the 
Abbey Theatre. 
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Wedding of Peter J. Garrini, who 

recently joined Strand Publicity 

Ltd. as director/accounts execu- 

tive, and Miss Jean Gatland at 
Chiswick. 


* * * 

Although William Oliver has 
retired from the board of Spicers 
Ltd. he is still a member of the 
staff and also retains his position 
as chairman of Carpalla United 
China Clay Co., Ltd. 

* * * 

M, G. Manton, has succeeded 
J. L. Duke as London manager 
of L. A. Stronach & Co. (India) 
Ltd. Miss Grace Sturley, who has 
been with the company for 11 


years, has been appointed 
assistant manager. 
* * * 


John J. Brennen, advertising 
manager for the Knee Group in 
Wilts, is to become advertising 
manager with Colmers of Bath. 

* * * 

Will Kitchen, jmr., has gone 
on an extensive business tour of 
Scotland and will be returning to 
London at the beginning of 
August, 

* * * 

Previously advertisement repre- 
sentative with Fashion Trade 
Weekly, John R. Duckering has 
joined Truth in a similar capacity. 

* * * 

Leonard A. Peters has joined 
Armstrong & Co. (Wridale) Ltd., 
exhibition and display contractors, 
to take charge of the London 
sales department. For the past 
two and a half years he has held 
an executive post with Publicity 
Arts Ltd.. controlling exhibition 
and display for London Press 
Exchange Ltd. 

* * * 

Lady Annaly has been ap- 
pointed to the board of Promo- 
tion Features Ltd. Harry 
Champion, who for many years 
was P.R.O. for various Govern- 
ment departments, has joined the 
staff of Promotion Features. 

* * 


Arthur L. Grimes has been 
appointed associate director of 
the international division of 
McCann-Erickson, Inc. For the 
past eight years he has been with 
J. Walter Thompson, _ inter- 
national department. He will 
have his headquarters in McCann 
EFrickson’s New York office. 

* * 

Because of her recent illness 
Miss Rosemary Garland, Press 
officer to Chance Brothers, has 
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had to relinquish her appoint- 
ment. She is succeeded by Mrs. 
Rosetta Desbrow, who was on 
the staff of The Economist for 
six years, and for two years was 
Press officer to the Council of 
Industrial Design. 
* * 

H. V. Roper, chief accountant 
for Westminster Press Provincial 
Newspapers Ltd., will be retiring 
at the end of the month on 
account of ill health. He will be 
succeeded in the position of 
accountant by Frank Taylor. 

* . * 


Douglas F. Long has joined 
the editorial and general pub- 
licity department of Mather & 
Crowther Ltd. 

Long, who 
will assist 
Sam Hepp- 
ner in the 
department, 
was, during 
the past 
three years, 
Press officer 
with the In- 
ternationa ~ 
Wool Se 
tariat. Bef = 
joining the 
Secretariat, 
he was an 
industrial writer and Lobby cor- 
respondent with Kemsley News- 
papers and, for a time, deputy 
news editor of the Sunday 
Chronicle. Previously he worked 
on the staffs of the Daily Express 
and of Northcliffe Newspapers 
Ltd. Before the war he handled 
Press publicity for, among other 
organisations, the Milk Marketing 
Board, Thermogene, Bob Martin 
Ltd., and for various political and 
industrial organisations. 

* * * 


Martin Luther of the Monotype 
Corporation cutting the celebra- 
tion cake on the fiftieth anni- 
versary of his joining the Cor- 
poration. 


OBITUARY 
Horace Walker 


Mr. Horace’ Walker, chairman 
and managing director of Reid 
Walker Advertising Ltd., died in 
hospital on Tuesday. He had 
been ill for some months and had 
recently undergone an operation. 

After early agency experience, 
including service with Dorlands 
and G. §S. Royds, he founded 
Reid Walkers in 1931. He was a 
prominent Freemason and a mem- 
ber of the Incorporated Institute 
of Practitioners in Advertising. 
His brother, Albert H. Walker, 
deputy chairman and a director, 
will carry on the business. 

R. Scotland Liddell writes: 
Horace Walker was not only a 
business associate but also my 
much-loved friend for over 20 
years. He was a good man—a 
man of every virtue, without a 
single moral fault. He personi- 
fied integrity .. . No one could 
have a finer epitaph. 


Col. J. B. H. Goodden 


Col. J. B. H. Goodden, deputy 
chairman of Western Gazette 
Co., Ltd., died last week, aged 
74. He was elected to the board 
of the company in 1928 when 
he succeeded his father. 


Memorial Services 
Sir H. Morgan 


Advertising and the national 
Press, with which he was closely 
connected, were represented at a 
memorial service to Sir Herbert 
Morgan at St. Duns‘an-in-the- 
West on Thursday. 

Those present included Vis- 
count and Viscountess Camrose, 
Viscount Kemsley, Lord Burn- 
ham, Lord and Lady Annaly, the 
Hon. Michael Berry. the Hon. 
Seymour Berry, and the Hon. 
Lionel Berry, H. A. Oughton, 
chairman, W. S. Crawford Ltd.. 
E. W. Hunter, chairman, Sun 
Engraving Co., Ltd., and repre- 
sentatives of the Incorporated 
Sales Managers’ Association and 
the Printers Pension Corporation. 


S. J. Brown 

St. Dunstan-in-the-West was 
filled to capacity on Friday for a 
memorial service to Stanley James 
Brown, managing director of 
Amalgamated Press. 

The service was conducted by 
Prebendary A. J. Macdonald, 
rector of St. Dunstan’s and rural 
dean of the city. 

Those present included: Vis- 
count Camrose, the Hon. Seymour 
Berry, the Hon. Michael Berry, 
Viscount Kemsley, the Hon. 
Rodney Berry, Sir Patrick Gower, 
Sir Frank Newnes, Sir Neville 
Pearson, E. O. Norton (secretary. 
Periodical Proprietors Associa- 
tion) and Claude Wallis. 
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PRINTERS’ 
CONGRESS 
study, research, and c 


Taere was a widespread interest 
in payment by results. A number 
ot firms were installing methods 
of works measurements; others 
had schemes based on perform- 
ance or an agreed target figure. 
His own firm, which was in the 
latter category, was able to claim 
a 10 per cent increase in efficiency 
through a group bonus scheme. 
The British Federation had set 
up a committee to advise smal] 
firms. as it was most desirable 
that financial schemes should be 
on a sturdy basis. 

Eberhard (Switzerland) 
urged that each enterprise should 
seek the type of work most suit- 
able and profitable to its organisa- 
tion. It was a mistake to seek 
any type of work. 

E, Hemmerlé (France) said, on 
the other hand, that many clients 
insisted on going to the same 
printer, whatever the nature of 
the work. Therefore the small 
printer would have linotypes, 
monotypes, offset, and litho- 
graphs. With regard to the human 
aspect, one problem was that 
university education tended to 
produce a generation attracted to 
non-manual work; _ therefore 
printers were getting the lowest 
quality of recruits. Productivity 
could be increased by improving 
the quality of trainees. 

F. Lefort-Lavauzelle (France), 
chairman of the session, summed 
up the needs of the printing in- 
dustry as: good leaders, better 
equipment, good personnel, good- 
will, team work, and, most im- 
portant of all, pride in the work 
done. 


Plessey Tie-up With 
‘Picture Post’ 


The Plessey Company Ltd. 
have sent a booklet, comprising 
32 pages of the May 26 issue of 
Picture Post devoted to London, 
to 7,500 representatives and 
overseas customers. 

Produced with the co-operation 
of Hulton Press the front cover 

in Picture Post style—of the 
booklet has the heading “Plessey 
shows you London through the 
pages of Picture Post.” 

The inside front cover carries 
an acknowledgment to Hulton 
Press and an invitation to visit 
the Plessey works at Ilford. 


Huge Attendance At 
‘Express’ Air Show 
It is estimated that about 

70,000 people were present last 

Saturday at the Daily Express 
“50 Years of Flying” display at 

Hendon. 

The display began on Thursday 
when the Secretary of State for 
Air (Arthur Henderson), the 
Under-Secretary (Aidan Crawley) 
and the Lord Mayor of London 
(Sir Denys Lowson) were present. 
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Some recent features 


Features for THE MAN WHO MADE REUTERS 


Hilde Marchant 


BUTTONS ARE IN FASHION 


every member co 


TURPIN’S DRAMATIC WIN 


t th Charles Graves 
0 e “EN VILLE CE SOIR” 


Peter Duncan 


Family " SHORT STORY 
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B. L. Jacot 
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‘Beautify Presentation’ 


a O beautify presentation of the printed word and to Speed, 
I by greater production, the urgency of its message.” 

Thus Rolf Unwin, president of the British Federation of 

Master Printers, summed up, in a message to ADVERTISER'S 

WEEKLY, the aim of the International Congress of Master Printers 

meeting in London this week. It could hardly have been better put. 

Just as the manner of the spoken word reflects the character of 
the speaker, so does the manner in which print is presented reflect 
: oe the character of its sponsor. Presentation can therefore never be 
, = standardised; it must possess an infinite variety; it must be 
adventurous. But it must, to be good print, conform to basic 
: principles of good design. Shoddy print discredits both printer 
~ ’ and publisher. 

In advertising, good print is vital. By pleasing the eye, it 
creates a state of mind favourable to acceptance of the sales 
_ message. Because it is taken to indicate the character of its sponsor, 
_ it gives the desired impression that he is of good standing and his 
product of good quality. 

To obtain well-designed print, two things are necessary. 
Firstly, buyers of print must understand what good design is, and 
how important it is. Secondly, there must be the closest co- 
operation from the earliest stage between buyer, designer and 

' printer. There is a great deal to be said for the suggestion by 
Andre Rousseau in his paper read to the Congress yesterday, 
< that supervision should be exercised in all stages by one person, 
: who should be “both a qualified advertiser and an expert technician 
in the art of printing.” 
a The Congress will benefit both printing and advertising if its 
discussions lead to a greater appreciation of good print design 
and at the same time shed light on production problems. 
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Neither Unhonoured Nor Unsung 


HEN, a few weeks ago, the Dollar Exports Board was 
replaced by an advisory committee for dollar exports, its 
at Advertising Advisory Council, formed in October 1949, auto- 
; matically ceased to exist. Though it may not have died un- 
honoured by those who have profited by its work, it certainly 
deserves a better fate than to die unsung. Now the International 
Conference no longer monopolises the limelight, it is fitting that 
a tribute should be paid to the old Council and thanks expressed 
to its members for their voluntary service. The Council, especially 
when it was first established, did much to spread knowledge of 
how to advertise British’goods in dollar markets. 


@ Change of subscriber's address: Please inform the publishers three 
clear weeks in advance of the issue for which change of address is to 
take effect, and include present address in full as well as new address. 
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To-morrow’s Topics 


Printers launch 
ad. campaigns 


IRST indications of a real 

change of conditions in the 
print industry are to be found 
in the North, 

From Scotland there comes 
news of the launching of pub- 
licity campaigns by a number 
of well-known printing houses. 
Consumer Press advertising will 
be used for the first time in 


Most printers say they still 
have arrears of work, but these 
preliminary campaigns suggest 
that more are beginning actively 
to seek work. 

One current campaign is aimed 
at attracting orders to print pub- 
licity material for the export 
market. 

—« — _— 

Other news from Scotland is 
of plans to overcome problems 
facing law publishers as a result 
of rising costs which make their 
limited circulation publishing in- 
creasingly difficult. The Scottish 
Law Agents Society is expected 
to go to the rescue and devote 
part of its funds to subsidise 
“approved publishing.” 

— 


A question of 


ethics 


ONTROVERSY is expected 

to develop over a letter being 
sent out by the Advertisement 
Contractors Association. 

The letter, addressed to non- 
members, states that the stage has 
now been reached where most 
{Chambers of Commerce in Britain 
nave agreed to withhold their 
approval from firms not belong- 
ing to the Association. 

After being assured that there 
is no wish to exclude anyone, 
however small, provided business 
is carried on in an honourable 
fashion, firms are invited to ap- 
‘ply for membership. 

The Contractors Association 
was formed, it is claimed, as a 
direct result of an endeavour by 
leading contractors to establish 
a code of ethics for their business. 

Some firms who have received 
the “join now” letter—one copy 
went to a leading public relations 
organisation— are expected to 
question these recruiting tactics, 
alleging an implied threat. 

—« — — 


Part of any post-Conference 


public relations plan to advertise 
advertising, which it is hoped will 
be developed, would be immedi- 
ate reaction to the prejudice 
against publicity displayed by 
some professional organisations. 
For example, veterinary surgeons 
have been forbidden to have 
name-plates farger than a size 
specified by the Council of their 
Royal College. And they have 
also been warned that no mem- 
ber may “hold himself out to be 
a specialist on dogs or cats” 
because it is “of the essence of 
advertising.” This reveals an atti- 
tude of mind which must be 
broken down. 


Labour troubles for 


display men 


ABOUR trouble are threaten- 
ing the exhibition world. 

The Display Producers and 
Screen Printers Association has 
a disagreement with the Amal- 
gamated Society of Woodworkers 
over the definition of an exhibi- 
tion covered by the new Exhibi- 
tion Agreement. 

According to the Association 
the agreement itself states that it 
applies to work done at national 
exhibitions included in the Board 
of Trade list or agreed as 
national exhibitions by the parties 
concerned. 

The woodworkers claim, how- 
ever, that the agreement applies 
to work done at any exhibition. 

This, says the Display Pro- 
ducers Association, could have 
very serious repercussions on 
members who might find them- 
selves faced with demands for 
additional payments to carpenters 
and painters for work on a small 
display which somebody chose to 
call an exhibition. 

The Union attitude will be 
strongly opposed. 


When the 18.M.A. national 
conference is held in London in 
October, sales managers will re- 
examine their policies and their 
methods for the express purpose 
of eliminating wasteful processes 
in the distribution of their pro- 
ducts. Aim of discussion will be 
to uncover wasteful practices so 
that they may be ended. And 
schemes will be proposed to com- 
bat the development of “excess 
marketing fat.” 
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Spicer Brothers Stand at the Great 
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Maintenance 


POLICY PLATFORM—Resale Price 


ECAUSE it cannot be 
disinterested in anything 
that has to do with the 
distribution of branded goods, 
the advertising business is bound 
to regard with concern the 
Government’s plan to make 
resale price maintenance illegal. 

Advertising depends on adver- 
tisers for its existence, therefore 
those engaged in it must align 
themselves with them in whatever 
action they may collectively take 
to meet the situation, but it is 
premature, and may well be fal- 
lacious, to assume that the pro- 
posals set forth in the White 
Paper, should they become law, 
will result in a falling off in the 
advertising of branded merchan- 
dise. 

Before discussing this aspect of 
the question, it is necessary to 
“utline the why and wherefore of 
the system to which objection is 
taken. Resale price maintenance 
suits both manufacturer and 
distributor. It was devised, at the 
instance of retailers, to protect 
retail distributors against what 
they regarded as unfair competi- 
tion by price cutting. It was 
adopted, and is favoured, by most 
branded goods manufacturers 
because it maintains distributor 
goodwill, makes for stability in 
the price structure, and facilitates 
orderly marketing. 

There is also the belief, based 
on some experience, that if a 
nationally advertised brand is 
sold at varying prices in neigh- 
bouring shops the demand for it 
as reflected in orders from distri- 
butors, substantially decreases. 
Presumably this is because re- 
tailers prefer to stock lines on 
which they can obtain an assured 
margin of profit. It has been 
found that it is the more popular 
brands that can most successfully 
be used as “loss leaders,” ie., 
articles sold at a drastically cut 
price as a form of advertisement 
to attract customers into a shop. 
The Lloyd Jacob Committee 
recognised that price maintenance 
is “a convenient means of protect- 
ing brands against misuse by 
distributors.” 


* * * 


LTHOUGH there may be a 
case for modification of the 
practice in order to pass on to 
the public the benefits of im- 


proved methods of distribution, 
such as, for example, the self- 
service store, both manufacturers 
and distributors are reluctant to 
abandon it. Their apprehension 
of distributive chaos would seem 
to be warranted by recent events 
in the U.S.A., where, for different 
reasons, the price maintenance 
system appears, for the time 
being, to have collapsed. 

Under what is known as the 
Miller-Tydings Act, as imple- 
mented by enabling statutes in 
45 states, but applicable only to 
inter-state commerce, a_ resale 
price agreement between one 
manufacturer and one distributor 
became binding on all distributors 
of the product. The Supreme 
Court has now ruled that such 
agreements cannot bind non- 
signers. Thus released from their 
obligations, a number of large 
stores have indulged in a sensa- 
tional orgy of price cutting. 

It does not. of course, neces- 
sarily follow that a similar riot 
of price cutting and “loss- 
leading” would result from the 
abolition of. price maintenance 
here. In the V.S.A., it probably 
indicates a surplus of consumer 
goods, which does not exist in 
this country. The Government 
believes that any such ill-effects 
would not happen in an era of 
full employment and a_ conse- 
quent high level of demand. 


* * * 


T is because any assessment of 

effects must be based on 
hypothesis that it is hard to fore- 
cast the probable consequences 
for advertising. Some take a 
gloomy view. They argue: 

That big retailers could force 
lower prices for many pro- 
ducts, thus making them un- 
profitable for the mass of 
smaller shops, and _ forcing 
manufacturers in their turn to 
cut prices. Manufacturers, to 
offset effects of the “squeeze.” 
might spend less on advertising. 

That, because retailers are 
reluctant to stock or display 
goods subject to price cutting. 
many established brands would 
go “under the counter” and 
open the market for unadver- 
tised goods of inferior quality. 
Advertising of branded goods 
might therefore become less 
effective and tend to diminish. 

That. in general, advertising 


Ban Need Not Hurt Advertising 


It is premature, and may be fallacious, to assume that a ban on 
resale price maintenance would cause a falling-off in the advertising 
of branded merchandise. 


would not work well in a dis- 
orderiy distributive system. 

There is also another factor 
that might, in the long term, 
prove adverse to national adver- 
tising. Abolition of resale price 
maintenance would tend to attract 
customers to the larger retail 
organisations, able, owing to their 
volume of turnover and ability 
to claim quantity and cash dis- 
counts, to cut prices if they so 
wished. The Government clearly 
has in mind that the Co-operative 
stores should be able to stock 
“private enterprise” branded 
goods and give dividends — 
regarded by manufacturers as a 
form of price cutting—on pur- 
chases. Department and chain 
stores would also benefit, to the 
detriment of the small indepen- 
dent retailers. 

While the type of retail outlet 
may be immaterial so far as the 
manufacturer's immediate adver- 
tising is concerned, any change 
in the relative popularity of 
multiple and independent shops 
must ultimately affect the demand 
for branded goods and thus their 
advertising. It is in the multiple 
stores that the cheap, unadver- 
tised products are to be found. 
Co-operative Societies, though 
they may be glad to. stock 
branded goods other than those 
bearing C.W.S. brands, prefer to 
push sales of C.W.S. products, 
which are nationally advertised 
only on a comparatively small 
scale. It can, therefore, be 
argued that any accession of 
patronage to the multiples or 
Co-ops must boost sales of un- 
advertised or little advertised 
goods at the expense of the 
heavily advertised branded pro- 
ducts that form such a large 
proportion of the independent 
retailers’ stocks; and that to 
weaken the advertiser is to 
weaken his advertising. 


* * * 


HE answer to the pessimists 

may very well be that these 
problems will indeed face the 
branded goods advertiser, but 
that only stronger and more skil- 
ful advertising can overcome 
them. If this be true, advertising 
has nothing to worry about. 

To counter price cutting by 
retailers, manu fac turers may com- 
pete even more vigorously than 
they do now on the basis of com- 
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The reverse might prove to be the case. 


parative quality, urging  con- 
sumers to buy on quality rather 
than on price. Any reluctance to 
stock, or tendency to put a pro- 
duct “under the counter’ could 
be defeated by creating insistent 
demand for it. There is already 
evidence that some manufacturers 
are thinking along these lines. 

Among those who support this 
view is D. R. Griffiths, director 
of the Incorporated Sales Man- 
agers’ Association, who has said 
that he can find nothing in the 
proposals that will reduce the 
volume of money allocated to ad- 
vertising, though expenditure may 
be diverted from the less selective 
to the more selective forms. 

It is also endorsed by Dr. 
Edward Lloyd, vice-chairman, 
A. C. Nielsen Co., Ltd., whose 
knowledge of retail marketing, 
here and in the U.S.A., is prob- 
ably unsurpassed. Dr. Lloyd has 
authorised the writer to quote 
him as follows: 

“If we are to base our judg- 
ment on American experience it 
seems conclusive that there will 
not only be a greater effort to 
promote branded merchandise 
but that a brand will assume a 
greater significance in the con- 
sumer’s mind. 

“Obviously, consumers cannot 
be an authority on all of the 
goods they buy, and, therefore. 
they tend to place more and 
more reliance upon some means 
of identifying the product that 
they have purchased and found 
to their liking. The manufacturer 
of a good product will, of course, 
use the most effective means 
available to tell consumers of his 
product and to attempt to secure 
consumer insfstence for his par- 
ticular brand. 

“It seems to me that as we in- 
tensify competition either through 
price or other means, marketing 
techniques (including display, 
sales and advertising) will ob- 
viously become more and more 
important. 

Whatever may be the truth of 
the matter, and whatever the out- 
come, there is clearly no cause 
for alarmism. Even on grounds 
of expediency, it behoves the ad- 
vertising business to be cautious. 
Nothing should be said to give 
the impression that advertising is 
opposed for reasons of self- 
interest to proposals approved by 
many, irrespective of party 
politics, as a measure to check 
rising prices 
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If you want a job well done... 


The Haslegraves believe in the old maxim—If 
you want a job well done, do it yourself. Our 
photographer found them touching up the 
newly painted sitting room walls, whilst brother- 
in-law Fred Nixon and family took things easy. 

For over twelve years these two families have 
shared everything together, and very happily it 
has worked out. Between them they have 
managed a pub inthe Potteries, have run 
a boarding house in Dublin and have now 
settled down in the house that they bought 
with their joint savings at 22, Warbreck Hill 


Road, Blackpool. They have furnished it 


luxuriously too, anc the decorations, which 
they have done almost entirely themselves, are 
bright and original. By advertising in the 
Sunday Pictorial you can reach these two 
enterprising families and many others in the 
same income group. For the Sunday Pictorial 
with an average weekly net sale of 5,082,814 
(June 1951) goes into homes all over the country 
on the best advertising day of the week and is 
read by a huge cross-section of Britain. 

Space in the Sunday Pictorial is very 
economical too. Its square inch per thousand 
rate of .70d. is only 9.4°%, above 1939. 


Sunday Pictorial 
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ADVERTISER'S WEEKLY 


AIL ORDER conditions 

overseas—in the U.S.A. 

(where mail order selling 
has been lifted to a very high 
degree of “eye appeal” com- 
bined with sales my meray t in 
Canada, Australia,South Africa, 
Argentina, France and _its 
colonies, etc., differ greatly, of 
course, from present-day con- 
ditions in Britain. 

The underlying principles of 
mail order, I believe, hold good 
world-wide; but the detail varies 
with local psychology, supply-of- 
goods conditions, newsprint con- 
ditions, internal postal rates and 
so forth. é 

So, I ask myself, is there any- 
thing in British mail order prac- 
tice which might be of interest to 
advertisers and advertising men 
from overseas? For example, the 
selling value of small spaces in 
newspapers and periodicals as 
against large spaces. : 

Over here the national daily 
and Sunday newspapers, with net 
sales ranging from a million to 
eight million, carry regular 
“Postal Bargain Columns,” with 
spaces restricted to 2 in. single 
col., or 1} in., or even 1 in. The 
weekly periodicals and women’s 
journals, with net sales reaching 
to two million and more, also 
carry numerous small-space ad- 
vertisements. ‘ 

My own firm’s long experience 
in mail order selling proves that 
these tiny spaces are “very good 
buys.” This was strikingly con- 
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Mail Order In This Tight 
Little Island 


By MAX RITSON, F.LP.A., 
Chairman, Max Ritson & Partners, Ltd. 


firmed by a nation-wide research 
survey conducted by the Hulton 
Press, 1949, on “Advertisement 
Attention Value.” Here is my 
own analysis of some of the 
highly detailed figures they pub- 
lished: 

Ail the figures below relate to 
space-cost and average “attention 
value” of various sizes of space 
in a typical newspaper and some 
typical periodicals, ie., the com- 
parative cost of getting the atten- 
tion of 1,000 readers through 
using a small space or a large 
space. 

Daily Mail, an excellent news- 
paper medium for reaching people 
with money to spend. 

1 in. s.c. has, for men readers, 

3-8 times the “attention value” 

of all spaces up to 8 in. double 

coL 

14 in. s.c. to 2 in. s.c., for 
men readers, 2-1 times. 


MESSENGER 


The County Paper of Kent 


HEAD OFFICE: 
MAIDSTONE 


The fifth of a series of articles 
written for “Advertiser’s Weekly” 
to give overseas visitors to this 


a background to the British 
advertising picture. The other 
four appeared on July 5. 


1 in. s.c., for women readers, 
4:3 times. 

1}. in. s.c. to 2 in. s.c., for 
women readers, 1-9 times. 
Excluding the above small 

spaces, and taking only the spaces 
3 in. s.c. to 8 in. d.c., the Hulton 
figures show a space of 2 in. dic. 
to 24 in. d.c. as the most poten- 
tially profitable. 

Radio Times, with its net sales 
of over eight million, is a weekly 
medium highly regarded by ad- 
vertising practitioners in Britain. 

_ 1/16-page shows up as 2-3 

times the “attention value,” for 

women, of a 4-page. 

Wife & Home, a women’s 
monthly appealing chiefly to 
mothers. 1/16-page shows up as 
3-9 times the “attention value” 
of #-page. 

Woman, a women's weekly 
with a mass circulation of over 
2 million. 1/16-page shows up as 
1-6 times the “attention value” of 
4-page. 

_Woman & Beauty, which ob- 
viously appeals to a “dressy” 
class of woman and girl. 4-page 
shows up as 2-6 times the “atten- 
tion value” of a full page. 

Of course, it can be argued 
that “attention value” is not the 
same thing as “selling value,” or 
“goodwill value,” or what-have- 
you, or what-haven’t-you. It can 
also be reasonably maintairied 
that large spaces are obligatory 
for many kinds of goods sold 
through the shops. Further, in 
our practice for clients, we agree 
that the extra volume of turn- 
over through larger spaces can be 
worthwhile in relation to over- 
heads, even though the advertise- 
ment cost per sale is higher. 

If speaking only of mail order 
selling—both for advertisements 
which invite inquiries for a cata- 
logue or a booklet, and for cer- 
tain goods which can be ordered 
straightaway from a brief descrip- 
tion and low price—I back the 
Hulton figures. 

After the war, of course, any- 
one could sell almost anything to 
people longing for consumer 


goods of all kinds, with over 
£8,000 million of war-time savings 
to draw upon, and many useful 
articles in short supply. 


Then followed the years when 
“selling” came into its own again, 
and advertising practitioners had 
to exert their hitherto pampered 
brains. But beginning this past 
winter—with the large rearma- 
ment programme and its inevit- 
able effects on wool, steel, non- 
ferrous metals, sulphur and so 
forth—a “buying wave” has 
again set in. Housewives queucing 
up to buy pots and pans and 
kitchen gadgets, almost regard- 
less of whether they already 
possessed sufficient. Housewives 
going eagerly after woollen 
underwear for the family, shoes 
and so forth. Men deciding to 
buy several new suits, shirts, etc., 
before the prices go sky-high. In 
brief, private “stockpiling”! 

Mail order traders (and, of 
course, the retailers also) ask 
themselves searchingly whether 
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%* Post-war changes in the habits 
of British men and women have 
Opened up a wide new field for 
mail order selling. 


%* Methods of informative pub- 
licity are essential in Britain. 


4 3 4 


this “buying wave” will extend 
into the coming autumn and 
winter, or whether the great pub- 
lic will already have spent suffi- 
cient on household stockpiling, 
and will need to be “sold to” for 
further purchases. 

While newspaper and periodical 
rates have leaped up and up (but 
in many cases have been justified 
by the increases in net sales), the 
costs of direct mail have leaped 
still further. Costs of labour, 
materials, purchase tax on 
stationery, and increased rate for 
printed matter postage (all these 
compared with pre-war) have 
soared and soared, e.g., where 
pre-war it cost (say) £7 per 1,000 
to send a simple mailing, it cost 
£16 in May 1951. 

My own view, but I do not 
wish to be dogmetic, is that Press 
advertising has been cheaper 
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TO SOME advertising men the graphic arts make news only when there is a 
conference of some kind or a new process forces its attention. But the 
harassed production manager can find the bustle and strain of this sphere a 
little too eventful . . . It is fortunate that our services are there to force up 
standards and to lighten the load. 

Photography that is matchless, quality engraving, advertisement 
typesetting . . . we can shape really exceptional results. And always that rare 
grasp of what is sought lends a telling impetus to production. 

When you pkone the Nickeloid Electrotype Co. Ltd., you bring to 
bear on your difficulties an attentive and resourceful organisation. Remember 


the number — City 7681. We may prove indispensable to you. 


Process Engraving — Photography 
Advertisement Typesetting 
Electrotyping — Stereotyping 


ELECTROTYPE COMPANY LTD 


4 & 5 UPPER THAMES STREET, LONDON, E.C.4 
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ADVERTISER'S WEEKLY 


A matter of degree 


Whether your client is planning 


a one-inch single-column space (for 


one insertion) or a_ series of 
) double-page centre spreads in full 
Me colour (for evermore) you will find 
our Standard of service constant 
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‘i (but the results obtained proportional). 


MUNICIPAL JOURNAL and 


PUBLIC WORKS ENGINEER 
my Re 


incorporating The Authorised Weekly Gazette 
and Index of Official Information, published in 
collaboration with the Ministry of Local 
Government and Planning and other Govern- 
ment Departments. 


THE MUNICIPAL JOURNAL LTD. 
London, W.C.2 
Telephone HOLborn 2827 
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Mail Order—continued 


(reckoned in mail order cost per 
sale) than direct mail when used 
in large quantity. And, as from 
June 1, our basic printed matter 
rate has jumped from Id. to 14d., 
which adds a heavy extra load to 
postal advertising. Another £2 on 
that £16! 

“Selectivity” remains good— 
and always will. Where direct 
mail lists can be highly “selected,” 
and small quantities therefore 
used, any nationality can use 
direct mail profitably for mail 
order selling. 

Extending this further, if a 
large general list of names can 
be split up into various sections 
and rather different form letters 
can be written, “beamed” on each 
particular section, then results 
will be considerably improved. 

Recently, I had sent to me 
from the U.S.A. a new book, 
Direct Mail, by Edward A. 
Meyer, president of James M. 
Gray, Inc., published by Printers’ 
Ink, New York. This admirable 
book lays great stress on testing 
in all sorts of directions, and em- 
phasises what we mail order men 
in Britain recognise so fully: 
“You can only test one thing at a 
time! You can test lists, copy, 
format, colour, kind of printing, 
envelopes, postage, and many 
other things, but your tests won't 
mean a thing unless you test only 
one of these things, only one part 
of your mailing at a time! 

“In the final analysis, if you 
want to be sure, find out for 
yourself!” 


A Widened Field 


The war made some remarkable 
changes in the habits of British 
men and women. Millions of 
people who had never grown 
vegetables before, took energetic- 
ally and keeniy to the absorbing 
task of growing their own little 
“crops.” Housewives who used 
regularly to buy their bottled 
fruits from a food store, took to 
bottling fruits of all kinds, both 
tame and wild, and filled up their 
stock cupboards against any pos- 
sibility of being starved out by 
submarines. 

One firm. who started to sell 
by mail order a metal clip for 
fastening on the tops of such 
bottles, built up a large business 
thereby. And other hobbies, sud- 
denly turned into necessities, in- 
cluded the much wider interest in 
knitting, in “make-do and mend” 
and other actions with the needle 
or the sewing machine. Many 
men turned to carpentering, or 
fixing of electrical gadgets in the 
home. Youths started to learn all 
about the upkeep of motor cycles 
and motor cars. 

After the war and still to-day, 
very many of these people per- 
sisted with such practical hobbies 
—and the almost vanishing of 
domestic help made millions of 
families more dependent on their 
own efforts in such duties as 
washing, cleaning and re-decorat- 
ing the home. Wife (and husband. 
too) learned to carry out many 
chores which formerly they had 
left to underlings. 
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As a result of this, there has 
evolved a wide field for mail 
order in any useful tools, ap- 
pliances or gadgets which will 
help or relieve the husband and 
the wife, the bachelor and the 
bachelor girl living on their own. 
Inquiries from such advertise- 
ments have, in many cases, been 
overwhelming. 

But I must add the reverse side 
to this—the larger proportion of 
“unfruitful” inquiries, due to the 
purse not having increased so 
greatly as the desires. 

This always raises in Press 
mail order advertising the ques- 
tion whether it is advisable or not 
to state in the advertisement the 
price of this very desirable article 
for the home, the garden or the 
carpentering shed? Whether it is 
better to receive a very large num- 
ber of inquiries and endeavour to 
convert them into purchasers by 
hard-selling literature; or whether 
to fob off those who cannot 
afford to buy by openly stating 
the price? 

As with so many other prac- 
tical points of mail order tech- 
nique, one has to make compara- 
tive tests to determine the 
“balance of power” in each par- 
ticular case. 

Indeed, it is one of the great 
advantages of mail order, in any 
country, that policy-guiding tests 
can be made so easily. 

If any visitor from overseas js 
thinking of marketing in Britain 
some speciality which has proved 
a success in his own country, 
there are a great many such which 
have won the hearts of house- 
wives over here. The vacuum 
cleaner is a classic example. 
The modern American washing 
machines excite the envy of 
British housewives and the hope 
that Hubby will be able to afford 
one! Pressure cookers first 
flourished in U.S.A. I under- 
stand. Their practical advantages 
have spread rapidly from mouth 
to mouth over here. 

The point I would emphasise 
is that it is not necessarily the 
high-pressure advertisements used 
in some other countries which 
will “do the trick” in Britain. The 
British housewife—and her hus- 
band— ~doesn’t like to be “adver- 
tised at.” She is a canny buyer. 
She likes to read a simple and 
straightforward announcement. 
She likes glamour in a story on 
the magazine page—this is her 
escape from austerity. But she 
wants facts in an advertisement 
on the same page—because this 
deals with matters on which she 
is an expert. 

The art of mail order advertis- 
ing in Britain is not to paint the 
lily, but to — the lily in its 
natural wh 

The British en also likes 
to have plenty of opportunity to 
consider her purchases. She 
likes to receive good and helpful 
booklets which explain new pro- 
ducts, or help her with old prob- 
lems. She also likes the chance 
of seeing a demonstration. These 
methods of informative publicity 
are fundamental in Britain. 
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When Weiner's started as lithographic printers fifty-nine years 
ago, the Manchester Ship Canal was nearing completion. Pioneering 
on the grand scale was the order of the day and, from the very 
beginning, Weiner’s were imbued with the prevailing spirit of 
enterprise, service and accomplishment. In their chosen field 
they took a leading place and have been among the leaders 
ever since. Advertisers can confidently entrust Weiner’s with 
their largest colour work— posters, showcards, cut-outs, book- 
lets and the many other items of print for advertising purposes. 
Ideas and designs will gladly be provided where desired. 


J. WEINER, LT 


71-75, NEW OXFORD STREET, LONDON, W.C.1 - TEMple Bar 9393 (6 lines) 
VALE GROVE, ACTON, LONDON, W.3 © SHEpherd’s Bush 116! (2 lines) 
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‘separately, but 


) Papiergroothandel N.V., 
front cover of Verpakking. 


ADVERTISER’S WEEKLY 


a Sgt rn er 


A fish-ful of water on the 
front cover. 


UITE one of the most 

extraordinary pieces of print 

I have ever seen is on the cover 

of a Dutch packaging trade 
journal, Verpakking. 

Extraordinary not because there 

is anything particularly new about 

any of the ingredients taken 

because of the 

way in which they are brought 


together. 


The essential elements are a 
fish made of polythene and red, 
\green and white printing on a 
“black cover board. 

The occasion is an advertise- 
ment by G. H. Buhrmann’s 
on the 


We, Salen) 


ELECTRONIC DICTATION MACHINE 

Makes office work far easier— far more efficient. a 
Having dictated his correspondence, reports and 
instructions to the Emidicta, the busy executive 
can be out all day with the comfortable assurance 
that the typists’ work is not held up—and is com- 


pleted ready for his return. 


The running costs of the EMIDICTA are neg- 
ligible. It carries a 12 months’ guarantee and is 
backed by one of Britain's finest service organis- 


ations. 


Let us prove the value of the EMIDICTA to you, 
w.thout any obligation on your part, by a demon- 


stration in your own office. 


* 
The EMIDICTA is o product of the E.M.! 
Group (His Master's Voice, Marcon 
phone, Columbia, etc.) paost-masters in 
recording and sound reproduction. 
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The Fish That Got Away With It 


Polythene has been used for 
the manufacture of containers 
both in this country and abroad, 
and I understand an eminent oil 
company is about to place a very 
large order for plastic containers 
to replace tins and bottles. But 
for every firm that has already 
adopted plastic containers there 
are scores who know little or 
nothing about them. A polythene 
fish, filled with water and stuck 
on the cover of a trade journal 
could hardly fail to be impres- 
sive, 

A fish was a gasilaatecty suit- 
able model. The curious clammy 
texture of polythene and the 
water content makes the fish 
register with the sense of touch 
as well as the sense of sight; it is 
practically four-dimensional. 

The printing on the cover is 
also exceptionally brilliant. It is 
by no means easy to achieve 
opacity by letterpress printing of 
white on black. 

This advertisement is a triumph 
of technique just as much as it is 
a feat of imagination. Special 
packing was provided —~ three 
thicknesses of corrugated board 
cut out to make a recess for the 
plastic fish to rest in. 

1 am indebted to Mr. Albert 
Milhado, the paper’s representa- 
tive in Britain for a sight of this 
tour de force. 


ONE CAN imagine what was said 
in the offices of the Remington 
Rand Co. and the British Tabu- 
lating Machine Co. when both 
discovered that they had used 
precisely the same analogy and 


PRINT REVIEW 
by 


Brian Hilton 


almost similar drawings in the 
introductions to their respective 
booklets on office systems. Both 
used the analogy of visual contro] 
at sea, both used pictures of 
officers studying radar scanners. 
I have no doubt that all has been 
said that could be said; I need not 
add to it. 

The Hollerith booklet has a 
remarkably fine cover drawing, a 
pastel of a liner looming through 
the fog. Printing on a coarse 
cartridge helps. 

* « * 


MOST FASCINATING example of 
travel sales promotion is a series 


of thirteen picture postcards en- 
closed in a wallet and sent out 
by K.L.M. air lines. They are 
postcards purporting to have 
been written by “Audrey and 
Martin” to a Mr. and Mrs. 
Britton at an address in England. 
They tell the story of a holiday 
tour, the handwriting being 
exactly reproduced by litho- 
graphy. The cards are complete 
even to simulations of foreign 
stamps (printed in red) and date 
and place cancellations. I 
imagine that the set of twelve was 
printed on one sheet and cut, the 
thirteenth being a bullfight pic- 
ture in full colour. Most of the 
pictures are views, but there is 
one of the inside of a K.L.M. 
airliner, and of course the ad- 
vantages of K.L.M. are not in- 
frequently mentioned in the text 
of the cards. A pleasant change 
from the inevitable booklet. 
* * * 


EacH YEAR more company 
reports are presented to share- 
holders attractively in terms they 
can comprehend. 

Taylor Woodrow’s annual 
report is a most elaborate affair, 
13 in. long by 8 in. deep with a 
full colour painting on the front 
cover, of a job in progress. Four 
colour blocks are also used 


(Continued on page 202) 


SEND COUPON FOR FURTHER DETAILS 


CONFERENCE THE 
~) OFFICE CARRIES OW 


Name 


To E.M.1. Sales & Services Ltd., 
Emidicta Division, Dept. 1, 
363-367, Oxford Street, London, W.1. 
Telephone: Mayfair 8597, Grosvenor 7127/8 
Please send descriptive brochure. 

Please arrange a demonstration. 


Address 
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M-Cann Erickson 


Advertising Limited 


MOVE 


to more spacious premises on 


JULY 302) 195: 


BRETTENHAM HOUSE 
LANCASTER PLACE 
LONDON WC2 
TEMPLE BAR 
6600 
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WORKS SITUATED MORE OR LESS 
ON FOUR DOORSTEP . There 


advantages in using Charles and Read 


are 


many 


jor photo-litho-offset work, not least is the 


fact that our works are self-contained and 
situated more or less on your doorstep. This 
saves time, correspond nee, trunk calls, mus- 


understandings and a lot of needless nattering. 


Incidentally, we ave also very good printers. 


CHARLES 


& READ 
LIMITED 


Printers by photo-litho-offset 


27 CHANCERY LANE, LONDON ww .©.8 PHONE HOLBORN 


crw 


2882 


| Print Review—continued 


inside, with black and white 
photographs as well. Rumble, 
Crowther & Nicholas produced 
the job. 

* * * 


FREQUENTLY ONE comes across 
Intertype faces in booklets from 
overseas. That handsome face 
Egmont has been used throughout 
in a quarto brochure sent over by 
Malleys Ltd., of Sydney. Perhaps 
Egmont Light is a shade pretty 
for an engineering booklet, but 
at any rate it comes freshly to 
English eyes, which see it all too 
seldom. 

In conjunction with the urusual 
face is an unusual second colour, 
a dull sage green which is most 
caer. 


* * 
CASLON 1S NOT often used 
nowadays. A pamphlet from 


Marconi’s reminds us that the old 
| classic is still outstanding for 


formal display work. Perhaps it, 
and some of the other old ‘uns, 
are due for a revival. 

* * 7 


HECTOR Powe’s Festival offer- 
ing is certainly up to the pre-war 
standard of this bright tailoring 
print establishment. On eight 
double-page spreads tailoring 
styles of 1851 are contrasted with 
those of 1951—in excellent colour 
illustrations by Whitby Cox and 
some pleasant settings in Basker- 
ville well machined on art paper 
by Raithby Lawrence. Lovell and 
Rupert Curtis designed this jolly 
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quarto book (but I wish they had 
given the prices of the 1851 
clothes to contrast with the prices 
of Hector Powe’s 1951 confec- 
tions). 

* * * 


Tue Gas Counci’s Festival of 
Britain booklet is notable for two 
pleasant colours in addition to 
black: wine red and marina 
green. A very happy combina- 
tion—more happy than the com- 
bination of Perpetua titling with 
Bodoni Condensed in headlines, 
plus Gill for captions and Plantin 
110 for text. If you are not 
worried by this mixture you will 
like the booklet, especially for the 
skilful handling of bled photo- 
graphs. 

* * * 


AIMS OF INDUSTRY, encouraged 
by the success of the first broad- 
sheet “She wouldn't say yes,” 
designed on the lines of American 
“funnies,” has now issued another 
strip cartoon four-pager explain- 
ing the economics of profits to a 
young worker who thought share- 
holders to be parasites. 

Pye radio sets look distin- 
guished. But the giant folder for 
the new black screen model is 
more notable for punch than 
design. Orange with black is a 
powerful, but seldom stylish, 
combination. 

Recent Shell publications : A 
collection of ads. “Dreaming of 
Shell,” and “Shell Successes” in 
racing. 


Robertson Scott 
Looks Back 


The Dev ag’ Yesterday by J. W. 
Ro Scou, C.H., Hon.M.A.Oxon) 
(Methuen 21s.) 


This is intended as the first 
volume in a trilogy which will 
record the life and career of the 
author—the well-known journa- 
list, editor, first proprietor and 
founder of The Countryman. 

The middle volume of the 
trilogy entitled The Story of the 
Pall Mall Gazette has already 
appeared, and the third volume 
or perhaps even the third and 
fourth will record Robertson 
Scott’s journalistic experience 
after his connection, with the 
Pall Mall Gazette and his found- 
ing and editorship of The 
Countryman. 

The present volume is what its 
name implies: a picture of the 
world of Britain and,its people 
and customs at the time of the 
author’s birth in 1866 and the 
first two decades of his own life. 
It is not therefore the story of his 
beginnings as a journalist, editor 
and newspaper proprietor but 
rather a record, most interestingly 
and shrewdly set down, of the 
condition of the world that he 


was born into and how the first 


NEW BOOKS 


REVIEWED 


20 years of his life were spent 
in it. 

Only in the last three or four 
chapters does it begin to touch 
on journalism and newspaperdom 
and then only because, as 
Robertson Scott himself says, 
from his earliest consciousness he 
intended to become a journalist 
and he took to journalism in his 
teens. As he himself puts it— 
“As far as my journalism was 
concerned, I was certain that it 
was a case of ‘Who chooseth me 
must give and hazard all he has.’ 
‘The journalistic instinct,’ declared 
a journalist 1 was to know, H. J. 
Higginbottom, in his aptly named 
book, The Vivid Life, ‘is a curious 
quality, akin to inspjration; it 
cannot be created. A _ specific 
training may induce expertness 
in what may be called the art of 
the journalist, but, if the in- 
stinct is absent, the occupation 
becomes laborious.’ That seems 
to be exactly true. Higgin- 
bottom adds, ‘Happy is -the 
aspirant in whom this instinct 
asserts itself while he or she is 
yet young’. 

To all those in newspapers and 
publishing this book will be~ 
fascinating reading. The further 
one gets into it the more interest- 
ing it becomes, so that one looks 
forward to the final volume of 
the author's autobiographical 
trilogy.—A. W. 
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EVERY WOMAN WHO READS 


STITCHCRAFT - HOW TO MAKE — 
pip post 1000 CALLS 


COPIES A MONTH . . & A WEEK - 
£204 a page , 

Type area 83” x 6” 
Advertisement Manager 

S H BOWDEN 

Stitchcraft Ltd., Gt. West Rd. 
Brentford Middlesex 

Tel. EALing 6283 


CONCENTRATE YOUR ADVERTISING | 
ON WOMEN WHO MEAN BUSINESS 


eee IN “CANADA es 


Canada’s railways traverse over 57,000 miles— 


* from St. John’s, Newfoundland to Victoria, B.C. is 
a distarce of 4,365 miles. To cover this tremen- 
dous, scattered area requires a big sales force, 
unless you use selective advertising to 1each your 
prospects. 
Firms selling successfully in Canado use trade 


: journals to make thousands of “calls” regularly 
i Ww § 0 week by week, month by month, between their 
visits. 


salesmen's 
The B.N.A. comprises over a hundred strong, 
effective trade papers and other selective peri- 
odicals. Single publications or small groups can be 
MAKE SURE YOURS Is chosen which circulate (on a strictly audited basis) 
to exactly the potential customers you wish to reach. 
Airmail your request for information about any 
FIT FOR PUBLICATION class or type of industry, commerce or retail trade 
and we will gladly and immediately send you 
market data and sample copies of publications 


covering your markets.* 
use *You may see copies of Canadian business papers 


a ae the Canadian Government Trade Commissioner 


Liverpool, Glasgow, Belfast 


BUSINESS NEWSPAPERS ASSOCIATION 


_OF CANADA 
«137 WELLINGTON ST. W., TORONTO, CANADA © 
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DISPLAY & COMMERCI 


We Can Learn Much From The Continent— 


j 
D. ST. JULIAN BOWN, display consultant with W. H. 
Smith & Son Ltd., has just returned froma display man’s 
holiday to the Continent. Here are some of his impressions, 
as well as three pictures of outstanding window displays— 
all from Switzerland, where Bown was particularly 
impressed by the generally high display standards even in 
small shops. 


RITISH display would display is hardly ever seen in this 
benefit a great deal if more country. 
display men went periodi- I have seen tiny showcases and 
cally to visit their Continental me = 7 toa ar a rail- 
colleagues to absorb, for repro- V2, halts, dressed with a sense 


pag eal : of design and a flair for detail ; . : . 
duction in England, some of the which A well shame many of | With a view to saving time and 


! The facilities offered to dis-] 


finer points of their technique. the expensive shops of the west waste of energy. | play departments of Swiss | 

end of London. * Inside a Swiss store. one does | Fete Fe na make ‘with | 
7 P 7 ° 7 ~ - . z ° Be - . - a > ™ t A 
; N Moving on from the capital not find the display staff hanging —, British display men green wit! 
i Switzerland city Berne, where shop window about among the shopping crowds — 4 approach to = 
i 4 _ undow or instance, is Py 

2 gazing under the well-known with dismembered mannequin | wu ° or d 

- B. ov” oil SS —_ arcades forms an important part figures and piles of merchandise | ladder from the ees See | 

‘ dainty handling of merchandise Of the city life. 1 went to on their way to the windows, be- ment in the bey mene immedi- | 

e be seen more frequently than in Lausanne, to Geneva, and on the cause the displays appear to | ately Below, | 

> Switzerland. Here the most is @Y back, to Basle. In the big change as though by magic. — Dns es ee ees ee gee eee eed 

i made of the merchandise in its Stores in these towns the display The display department is situ- 


~ - - ) e time the 
own right, without too much ex- 4frangemepts and the facilities ated around the outside perimeter — go ¥ gr teenage ~ 
travagant and spectacular aid Offered to the display departments —_ of the basement floor, and is thus change, to the time it is raised on 
from artificial sources. are such as would make the aver- immediately below the windows pram gh display, the entire pro- 

Display in Switzerland is re- 8° British displayman green in which it has to work. Access cess is out of sight, and the 
markable for the high standard with envy. So much common to these windows is obtained by fo t e) 
of its taste and the delicacy of its %**¢ and logic appear to be used aluminium ladders, through trap (Continued on next pag 
conception. Grouping is con- 
sidered of the utmost importance, 
and in many of the displays indi- 
vidual groups of merchandise are 
masterpieces of still life compo- 
sition. 

Not everyone who does a spot 
of window work is allowed to 
style himself a display man: The 

« Qualifications for the professional 
man are a three-year course at 
the national display college at 
Vevey, and the achievement of 
satisfactory passes in the ullti- 
mate examinations which are 
held under the supervision of in- 
dependent federa] examiners. 

Shop assistants, part of whose 
work consists of arranging dis- 
plays, are often trained for a 
shorter period. This depends 
upon the willingness of firms to 
send them to the college. That 
many, even quite small shop- 
keepers do send one of their 
assistants to be trained in this way. 
explains why a shoddy window 


Knitting wools and stockings shown in the best possible light: the former with finished garments made 
from each type of wool; the latter in conditions that give them the greatest possible glamour. A 
particularly clever touch was to put odd accessories on the floor of the window. 


A friend indeed in time of need! 
LITHO THEN IT IS YOUR PRINTER... 
Ry aa HAMPDEN PRESS LTD Syne 


MUS. 0124-5 
107 SOUTHAMPTON ROW, LONDON, W.C.! 
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BOOK ANSWERS YOUR QUESTIONS ABOUT 


‘DEALER SERVICE’ 


We provide a unique service in a field which offers se 
many possibilities to manufacturers and national advertisers 


to whom the valuable point-of-sale publicity of window display is a 

necessary adjunct to, and sometimes a substitute for, their general 

advertising campaigns. Branch offices are established in twenty-one 

provincial centres. Each branch has its individual staff under a branch 

manager and this display-force each week delivers and personally 

installs several thousand displays, ranging from small interior shows 

to completely dressed windows. Additionally, they undertake the . f 
maintenance of large exhibitions. All branches are completely equipped oe” 
with transport and have facilities for the storage and renovation of 

display materials whenever necessary. Through this widespread organ- 

isation campaigns may be either concentrated in a single area to exert / 

maximum sales influence or extended to cover the entire country. Available on request 


CVT) DENPLAY GO. LTD. 


281/283 GOSWELL ROAD, LONDON, E.C.1 * TERMINUS 1077 
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HELEN JARDINE 


ARTISTS LTD. 


Telephone 
TEMple Bar 6720 


MINERVA HOUSE 
35 WELLINGTON STREET, STRAND, W.C.2 


407-409 HORNSEY ROAD UPPER HOLLOWAY, 
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DISPLAY & COMMERCIAL ART 


We Can Learn Much from the Continent. ° a 


interest and illusion of magic are 
maintained. In some stores, such 
as that of Rheinbriicke, at Basle, 
we find changing displays, oper- 
ated by electric lifts, and when 
standing for a few minutes in 
front of a window, we can watch 
the change take place, as a com- 
pletely new display rises from 
what has been the floor of the 
old, obscuring the background of 
its predecessor, and placing before 
our intrigued eyes a completely 
different display. 


Belgium 


Passing northward to Brussels, 
we find much imagination and 
ingenuity in the displays. Here 
again, smal] shops are as keenly 
interested as are the big stores in 
presenting an attractive display. 
The technique in Belgium is, 
however, different. Decor is in- 
clined to be rather more flam- 
boyant, and the meticulous neat- 
ness of handling is less apparent 
than in Switzerland. Price tickets 
are inclined to be less dainty, 
and far more merchandise is 
placed on show, not always with 
the best results. 


Holland 


In Holland, I visited what is 
believed to be the most modern 
store in Europe, that of Vroom 
& Dreseman of Rotterdam. This 
truly amazing structure is unlike 
any store I have seen elsewhere. 
Its windows of enormous height 
are entirely backless, presenting 


a view of the complete store in- 
terior; single tall panels are 
occasionally raised to act as a 
foil to the merchandise placed 
before them. This structure is not 
altogether satisfactory, as it 
creates troublesome reflections in 
the huge sheets of plate glass. The 
general effect, however, is magni- 
ficent, structurally speaking. 
doors of the store, consist of 
sheets of solid plate glass, frame- 
less to give the impression of a 
palace of glass; furniture, 
counters and escalator panelling 
are in light woods of dainty 
colouring, and the general impres- 
sion is one of brightness, gaiety 
and invitation. 

Moving a step farther on the 
way back to England. 1 browsed 
around the quaint and interesting 
side streets of The Hague, finding 
here a dignity of presentation, as 
well as ingenious handling of 
merchandise slightly reminiscent 
of the béauty and dignity of Swiss 
displays. 

Lest this be read as an un- 
restrained eulogy of the work of 
Continental display men, let me 
add that there certainly are many 
British display men who could, 
given the facilities, vie with the 
best of their ‘colleagues on the 
Continent. Some of our profes- 
sional men are entirely equal to 
the Swiss standard. But many 
more could be, were they per- 
mitted to bring into effect some 
of the ideas and techniques which 
they could cull from the displays 
of their Continental colleagues 
across the Channel. 


SILK SCREEN FORUM 


Peter Mytton- Davies 


s two questi sent to 


him during the last month 


Q: We have to screen print 
some sheet aluminium. Please tell 
us how to prepare the surface. 

A: First de-grease with either 
solvent or vapour and then 
anodise by the sulphuric process. 
This will produce an anodic coat 
which serves as an anti-corrosive 
and also provides an excellent 
surface for your printing. 


Q: We like silk screen printing 
and wish to use it but we are 
worried about the cost when we 
see our printer's estimate. The 
trouble seems to be that he can- 
not print “made” colours. For 
instance, our design has three 
different greens, light, medium 
and rather a dark blue-green. He 
says these must all be separate 
workings and that he has esti- 
mated accordingly. But it makes 
his price seem so expensive. Is 
there a way round this? 

A: It is difficult to say without 
seeing the art work concerned. 
Generally speaking, your screen 
printer is right in regarding the 
three greens used as separate 
workings and we think you should 
accept his recommendations 


about this. 


However, it is sometimes pos- 
sible to do without such a work- 
ing by the use of a translucent 
colour which can be overprinted 
on part of the design and so 
enable one colour to be elimin- 
ated. Such a translucent can be 
either a shade (if the colour over 
which it is to go requires to ap- 
pear darker) or a tint (if the 
colour over which it is to go needs 
to be lighter). 

Either of these will alter the 
colour values of the workings on 
which they are printed and so 
may enable the screen printer to 
reduce the total number of work- 
ings required if they can each be 
used for overprinting several 
colours. To be economical, they 
must be used on more than one 
colour since, clearly, if such a 
translucent is only used to make, 
let us say, one green either darker 
or lighter, it would be just as 
cheap to print another working of 
green in the ordinary way. 

But all this has to be planned 
in the early stages of making the 
art work. Since your design 
already exists, it is probably too 
late to make use of the pro- 
cedure in this instance. 
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JOPAQUE COLOURS 


These colours, which include the attractive Tyrian Rose, brilliant 
Mistletoe Green and the unusual Myosotis Blue, fulfil all the requirements 
of the artist and designer. Prove their excellent qualities and give 
your work that extra brilliance so vital to attractive designs by 


REEVES. « sons. un. 


13 CHARING CROSS ROAD, LONDON, WC2 
178 KENSINGTON HIGH STREET, LONDON, W8 


ADDED DESI 
Wey Company Led 


. . can now extend their present list of 
accounts and invite enquiries from firms 
requiring a complete advertising service. 


Display 


2 GUILFORD PLACE - LONDON : W.C.I 
Telephone : HOLborn 6378 (3 lines) 


Advertising Printing 


ADVERTISER'S WEEKLY 


\Olley 
and 
Rowley 


. « « know most of the 
answers to screen printing 
problems— 


May we prove this 
with your next “ point-of- 
sale” publicity campaign? 


%& Our speciality OLRO Long Life 
Finish prolongs the life —and looks! 
—of Showcards almost indefinitely 


 OLLEY & 
ROWLEY LTD. 


615-21 HIGH ROAD 
Telephone : Leyton 3702 


LEYTON E.10 


HOME, EXPORT AND TRADE 
ENQUIRIES INVITED 
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DISPLAY & COMMERCIAL ART 


How point-of-sale display completed 
the selling job of a campaign 


N June 1950, one year ago, 

Bird & Son Inc., founded 

in 1795 with headquarters at East 

Walpole, Mass., decided to in- 

clude the point-of-purchase in its 

national 1951 spring advertising 
campaign. 

The original idea for a window 
display promotion was advanced 
by salesmen in the field. They 
wanted a sales tool to help them 
stimulate interest and enthusiasm 
on behalf of Bird floor covering 
products, with distributors and 
dealers alike. They knew from 
experience that this, combined 
with actual effective window and 
interior displays in the territory 
would create many new con- 
sumers and increase sales all 
around. 

There was perfect co-ordina- 
tion between the advertiser, the 
advertising agency and Superior 


JULIUS R. TEICH, president of Superior Displays 
Inc., U.S.A., told this case history of a successful 
American campaign at the Display Producers’ session 


of the recent Conference. 


Its lessons are no less 


applicable here than in the U.S.A. 


Displays Inc. It was the latter's 
responsibility to plan out and 
execute the point-of-purchase ad- 
vertising programme from crea- 
tion to final installation on a 
national basis. Bird & Son Inc. 
had used national magazines and 
Sunday Supplement advertising 
on previous campaigns. With the 
inclusion of displays as an inte- 
gral part of the campaign con- 
sumers would be led through a 
complete advertising cycle: The 
periodicals would tell all about 
the product and the window dis- 
plays would show them where to 
buy it. 

A great deal of time, effort and 
thought went into the develop- 
ment of the window display pro- 
gramme. Distributors, dealers, 
salesmen and consumers, were 
interviewed before final plans 
were formulated. Ideas had to 


be kept within budget limitations, 
and yet be sufficiently different 
and dramatic to deserve the co- 
operation of all factions involved 
in the promotion. 

Thorough investigation dis- 
closed the fact that throughout 
the history of displaying hard sur- 
face floor covering, rolls were 
shown either in vertical or hori- 
zontal positions. A wooden dis- 
play stand was designed which 
made it possible to show a roll 
of floor covering on an angle, 
unfurled and sweeping on the 
floor in graceful fashion because, 
it was found, the human eye is 
stopped by and attracted to an 
object on a slant much more 
than to one which runs up and 
down or straight across. This dis- 
play “saddle” with a roll of 
colourful floor covering draped 
over it was utilised as the focal 


point in the centre of the window 
display, with supplementary 
screen process printed cards of 
advertising copy, plus rolls of the 
actual merchandise. All these 
elements were framed by a spring 
colour scheme of crépe paper 
drapes and corrugated paper 
fans. An actual blow-up of the 
advertisement which was to 
appear in national magazines and 
Sunday supplements was included 
to complete the tie-up between 
the two media. 

Bird salesmen, as well as sales- 
men working for Bird distribu- 
tors, were supplied with specifi- 
cation photographs of 3 sample 
types of different window dis- 
plays. They were also furnished 
with complete instructions as to 
standard operating procedure. 

Salesmen started to book 
windows on March 1, 1951 for 
installations to be made starting 
April 1. The advertisements in 
national magazines and Sunday 
supplements were to break on 
April 15. This meant that dis- 
plays would be showing in 
windows at the time that adver- 
tisements would be appearing in 
the publications, and made for a 
perfectly timed promotion. 

The campaign was a huge suc- 
cess. The entire Bird organisa- 
tion from the salesmen in the 
field to top management is now 
of the opinion that a national 
advertising campaign in maga- 
zines and Sunday supplements 
which is tied up with a profes- 
sionally installed window dis- 
play campaign is the answer to 
increased sales. Dealers and dis- 
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ments of the Commercial Art World, 


Complete range of WINSOR & NEWTON'S Poster, Designers’, 
and Water Colours, and Brushes always in stock. 
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DESIGN FOR SELLING 


* 
Please contact Group Director, W. Warner 
_ ASTRAL ARTS GROUP LIMITED and Associated Companies 
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Point-of-Sale Completes The Job — continued 


tributors, together with their 
salesmen, share this conclusion 
wholeheartedly. 


Never Before 


—But Always, Now 

Bird & Son Inc. is a 
national advertiser that had never 
before included the point-of-pur- 
chase as part of advertising cam- 
paigns. As a direct result of their 
experience this spring, this impor- 
tant account is now cenvinced 
that display advertising must be 
continued permanently in all 
future advertising appropriations. 

There were certain territories 
where national publication adver- 
tising was weak. In such cases 
salesmen sold dealers on the idea 
of using window displays together 
with tie-in advertisements in 
local newspapers. For example: 
In one salesman’s territory where 
coverage was poor, he was suc- 
cessful in booking 5 profession- 
ally installed window displays 
with 5 tie-in advertisements in the 
local newspaper. This gave him 
complete coverage of that parti- 
cular market and enabled him to 
sell better than his quota of mer- 
chandise. 


It is also well to point out that 
several distributors set all-time 
sales records on Bird floor cover- 
ing because of this particular 
campaign. The original mer- 
chandise selling job was tied-in 
with the window displays which 
later resulted in additional repeat 
orders after installations were 
made. The 1951 spring promo- 
tion was definitely responsible 
for holding up Bird sales, per- 
centage-wise, far above the rate 
of the generally declining market. 


The bulk of the window dis- 
play bookings were made during 
the month of March. Distribu- 
tors reported that they enjoyed 
more business than ever before 
during that month as against any 
previous month of March. It is 
also a fact that many new dealers 
were picked up and fair-volume 
accounts were improved to better- 
than-average dealers. The re- 
ception throughout from sales- 
men, dealers and distributors was 
outstanding and they all asked 
for a repeat campaign in the 
autumn. The new campaign has 
already been worked out and 
cree will begin in Septem- 


‘100 Years In The 
Business’ Show 


Ingeniously laid out in a small 
space was the exhibition showing 
the scope of activities of Thomas 
De La Rue & Co., Ltd., designed 
by Leon Goodman Displays Ltd. 
Although intended primarily for 
an audience of specialists, it has 
been so planned that it can be 
easily understood by all visitors. 

The exhibition was designed to 
celebrate the passing of a century 
since De La Rue—founded in the 
first half of the 19th Century— 
exhibited at the 1851 exhibition. 


The picture below shows a 
flash-back to 1851. The mural is 


a reproduction of the company’s 
stand at the 1851 exhibition, but 
the machine is used for the manu- 
facture of envelopes. 


The Guardian Building Society 
has long realised the value of a 
display which arouses the atten- 
tion of passers-by in the busy 
thoroughfare in which they are 
situated. This window display is 
one of a series, designed and 
supplied by T. W. Humphrey 
Lloyd. 
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| AN 
ENTIRELY NEW 
WORLD 
MARKETING 
FORCE 


‘Tae INTERNATIONAL YEAR BOOK & STATESMEN’S 
WHO’S WHO will present, in a single volume of some 1,500 pages, every really 
important fact about every country in the world, and its most prominent citizens, 
for immediate reference by the leading business men, statesmen and officials of 
the world. It will at one and the same time fill a long-felt need on a truly inter- 
national scale ; and provide for innumerable advertisers an immediate entrée to 
those in every country in the world interested in their products or services. 

It will be an open sesame to world trading, commercial and diplomatic 
negotiation. Nothing on such a scale has ever before been attempted in the 
history of publishing. Nothing on so high a level has ever before been available 
as a medium of advertisement: it will take your message to thousands of the 
most influential men throughout the world —at a basic page rate ».f only £70. 

It will be used internationally as the supreme reference guide to international 
trading. . . . advertisers in more than 25 countries have already reserved space 
in the first (1952) edition. 

It presents, in one medium, and at one moderate advertisement rate, YOUR 
opportunity of reaching THE MARKETS OF ALL THE WORLD. 

SEND NOW FOR FULLY DESCRIPTIVE FOLDER. . . 
giving full details of this great new work, together with information 


concerning pre-publication subscriptions received from internationally 
important figures, the world over. 
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The 
INTERNATIONAL YEAR BOOK 


& STATESMEN’S WHO’S WHO 


Published by BURKE’S PEERAGE LTD. 
180 FLEET STREET, LONDON, E.C.4 + Telephone: (London) CHAncery 8844 


coy ee a oe 


Pee oe 


" - 


er Sa s : : ia: 
ane _— hl on 
i * Ss s 
, —s 
: JuLy 26, 1951 21 re i 
2 3 a + sie 
‘3 ha . es Rai oe 2 
2 => eee ; 
ik —— ee - THE ba Te ‘ * All ‘ - b 
. wTHE te RNATION ; 
PD E a a 7 
4 (3 WA ONAL : ap BOOK Fb, a 
Ps. “AR BO i = YE sMEN . e 7 
- Ac eee eg WHY 
§" ESMEN’S wHO eae vi 
E o- , 
mie are™ og ae a Me a hee oa if 
: * ae ad a if 
ce ‘ a ae sees a 
a oP os ae Oe i 
xi, i a * a >. ae > 
pee Fe se = oe Z 
be — ie eas - 
. , id 3 aN . -" 7 J | é igen t 
# gs ns ee > Ber ; 
bot Seema + ? , _ A 
q 
| 
= . 
. E a 
me iy : | 
is F ; a 
ds " 
te § 
3 : 
: 
. . 
as ee area 
= : z " er) i 


a 


ADVERTISER'S WEEKLY 


HE extreme importance ol 

point-of-purchase publicity 
was quite rightly stressed by 
Julius R. Teich at the Display 
Producers and Silk Screen 
Printers session at the recent 
Conference. 

“Although — point-of-purchase 
advertising goes back further in 
the measure of time than any 
other form of advertising,” he 
said, “its development along 
proven scientific lines belongs 
strictly to our own day and age. 
At least a half billion dollars is 
spent on it annually in the United 
States alone in spite of the fact 
that it is a non-commissionable 
medium of advertising; and there 
are unmistakable stirrings in other 
lands which bode well for the 
future. 

“It is a medium of advertising 
which can be measured in terms 
of actual sales and immediate 
results, it makes impulse buying 
and action possible without any 
lost motion or time lapse what 
ever. In the _ point-of-purchase 
you have a medium which com 
bines an advertising and selling 
job in one complete package.” 

Mr. Teich continued: “Good 
advertising alone is not enough 
All advertising must have a pur- 
pose—it must try to sell some 
thing—either ,merchandise, _ ser- 
vices or ideas. All too often have 
we seen or heard good advertising 
miss the mark entirely because it 
advertised that which was not even 
available in that particular mar- 
ket. Such sheer economic waste 
is to be deplored. 

“Thus, when an _ advertising — 


ART pISPLAY 
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exhibition stands 
displays - posters 
and ali branches of 
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budget is entrusted to an indivi- 
dual or agency, it is well that 
they put first things first, and not 
begin either in the middle of 
things or start at the end and 
work backwards. It is about time 
that everyone engaged in adver- 
tising stopped paying mere lip- 
service to point-of-purchase ad- 
vertising. No longer is it a suffi- 
ciently valid reason to ignore this 
highly important medium of ad- 
verlising simply because it 
doesn’t pay the usual agency 
commission, 

“We have yet to find anyone, 
anywhere, to dare say that point- 
of-purchase advertising is un- 
necessary, of no value or not to be 
employed. And yet, quite often, it 
is either left out, or not accorded 
its important position in an ad- 
vertising campaign. This condi- 
tion goes on largely because those 
who are engaged in advertising 
think only in terms of commis- 
sionable media. 

‘The time has come for adver- 
tising people to interest them- 
selves in the complete picture re- 

gardless of commissions. When 


someone is entrusted with the 
expenditure of an advertising 
budget, the important thing is to 


first find out if the point-of-pur- 
chase has been included. If it 
has not been rh cst for it is in- 


BISHOPSGATE 3632 


cumbent upon those responsible 
for the success of the venture to 
tell the client that unless the cam- 
paign is linked strongly to the re- 
tail and consumer levels, with 
proper display in windows and 
inside of stores, that its full 
potential will not be realised.” 


* * . * 
UTOMATIC film loop dia- 


scopes, for exhibitions and 
shop fronts, are not in themselves 


new. A development has, how- 
ever, been incorporated in the 
model recently introduced by 


Newton & Co., Ltd., which will 
considerably improve the crowd- 
attracting potentialities of this 
type of apparatus. 

The Rotavisor, the model intro- 
duced by the firm, has as its main 
novel feature a 250-watt high- 
pressure mercury vapour lamp 
which gives such an intensity of 
light that the instrument can be 
used in ordinary daylight condi- 
tions without any external shad- 
ing. 

* * * 


N exhibition is to be used 
in France as the spearhead 
of a national advertising cam- 
paign. Object is to publicise 
portable electric tools. French 


2123 Lower Loveday Street 


Jury 26, 1951 


Two models of the new Rota- 
visor. No shading is needed, even 
for showing in daylight. 


technicians have found that use 
of these tools reduces strain on 
workpeople, and this point is 
the central theme of the cam- 
paign sponsored by the French 
Portable Tool Manufacturers 
Association. 

The show will stop at all prin- 
cipal towns on its 10,000 km. 
route. 

The French Federation of Iron- 
mongers is notifying its members 
of the dates on which the exhibi- 
tion will be in their towns and 
Press advertising and posters have 
been arranged to publicise the 
venue. 

The exhibition is accompanied 
by a team of specialists who, it is 
thought. can best put over the 
advantages of these tools to 
potential users and to the iron- 
mongers who will eventually have 
to sell the tools. 


. and, having other branches 
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95 Renfield Street 
GLASGOW, C.2 


The Studio, Broadway 
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magnetic valve co. 
LIMITED 
Through Food Manufacture, 
Gorings Ltd., bring home the 
advantages of Magnetic Valves 
to makers of preserves, pickles, 
milk products, soups, sauces— 
manufacturers who demand 
the best of modern methods to 
control liquids, steam and gases. 


FOOD MANUFACTURE 


17 Stratford Place, London, W.1 
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Sponsored Programmes— 
Greater Variety ? 


the Postmaster-General, and have 
the consent of the Corporation, 
and would then have to pass an 
editorial board. 

Other comments were: 

J. Reeves (Lab.): “I found that 
in America the advertising in- 
terests have a complete strangle- 
hold on the great radio and tele- 
vision networks; the service is 
becoming debased compared with 
ours and many Americans are 
ashamed of it. We find commer- 
cial ownership with private con- 
cerns outbidding one another for 
artists, which has resulted in pro- 
grammes becoming completely 
unbalanced, some programmes 
costing many thousands of 
pounds while others represent 
sheer rubbish. 

“It would be a very sad day 
if we were to allow that influence 
to affect our broadcasting system.” 

J. S. B. Lloyd (Cons.) (author 
of the Minority Report): “I am 
sure we could get a code (for 
advertisements) which would be 
acceptable. Certainly I should 
not have individual items inter- 
rupted by advertisements. We 
should have to restrict and super- 
vise and control. I think the ad- 
vertising industry could probably 
make a very good code of rules 
for itself, although I quite agree 
it would have to be supervised.” 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


MONTHLY review 

of current thought 
| on building problems | 
| availability of materials, 
architectural trends, town 
planning and municipal | 
housing. 


BUILDING DIGEST 
is another 
publication of the 


| 
| 
| 
| 
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CHNICAL GROUP 
| 
| MANUFACTURING CHEMIST 
PETROLEUM—FPIBRES 
PAINT MANUFACTURE 
WORLD CROPS—-ATOMICS | 
FOOD MANUFACTURE } 
CHEMICAL ENGINEERING 
POTTERY AND GLASS 
BUILDING DIGEST 
MUCK SHIFTER 


Goronwy Roberts (Lab.): “My 
fear is that once commercial ad- 
vertising came on to the British 
air we could not stop it ulti- 
mately, by sheer commercial pres- 
sure here and outside, from in- 
festing every item put forward. 
It may be that a code of taste 
could be evolved, but I very much 
doubt whether we could keep 
that kind of thing within bounds 
on the air in this country.” 

Carles Ian Orr-Ewing (Cons.) 
said that owing to tightness of 
money many notable sporting 
events were not televised. Spon- 
sorship would help provide such 
programmes. It would open up 
more avenues from which pro- 
grammes could be sought “and 
would give consumers a choice 
between the national B.B.C. pro- 
gramme and a regional service 
sponsored for large parts of its 
programmes.” 

He added: “I know there is a 
serious worry—we have heard it 
expressed in many speeches to- 
day—as to whether the advertis- 
ing content would begin to 
lower the standard of pro- 
grammes. But this is something 
of which our great Dominions 
have had experience. 

“I cannot help feeling that if 
We instituted a Commission of 
British Broadcasting they could, 
with the advertising associations, 
work out a code which would be 
perfectly acceptable to the people 
of this country. We need some 
means of regulating our broad- 
casting. It is surely not right that 
every factor should have to be 
referred back to the Postmaster- 
General.” 


John Rodgers (Cons) (who is 
a director of J. Walter Thomp- 
son) protested that it was lament- 
able that so few Members were 
able to express a view on the im- 
portant subject under debate. He 
urged the Government to see that 
adequate time was given when the 
actual terms of the Charter were 
debated. 

Mr. Rodgers added: “The 
B.B.C. should continue and be 
given adequate revenue so that 
they can transmit not only sound 
but television programmes. Side 
by side with this, and the issue is 
not a choice of adopting the 
American method or maintaining 
the monopoly, the V.H.F. system 
should be free from B.B.C. con- 
trol and local authorities should 
be licensed to provide alternative 
and competitive programmes. 

“In order to control that, my 
third proposal is that there should 
be some form of Broadcasting 
Commission set up to regulate 
the use of studios, codes of con- 
duct and, if we have sponsoring, 
the conditions under which ad- 
vertising is accepted or not.” 

In reply the Postmaster-General 
said it had been suggested com- 
mercial programmes would bring 
greater variety. “I should have 
thought,” he added, “that if we 
had commercial broadcasting we 
should have concentration on a 
certain type of popular enter- 
tainment—that and nothing more 
—and that would tend more and 
more to apply to broadcasting the 
old Gresham Law of the bad 
driving out the good. In those 
circumstances the Government 
are absolutely right in turning 
this down.” 


COMPLIMENTS 
IN THE AIR 


Praise for the excellent job of 
organisation of the International 
Advertising Conference was given 
by the leader of the Irish delega- 
tion, Edward F. MacSweeney, in 
an interview broadcast from 
Radio Eireann in that station's 
“Visitor's Book” feature — the 
Irish equivalent of “In Town 
To-night.” 

Mr. MacSweeney told his in- 
terviewer that he believed the 
Conference had done a fine job, 
not only in its business sessions 
but in the opportunities which it 
provided for the exchange of 
ideas between advertising and 
publicity men. 


Legacies For N.A.B.S. 


At the meeting of the council 
of N.A.B.S. on Friday, the hon. 
treasurer reported receipt of two 
legacies by the Society. Viscoun- 
tess Southwood, widow of the 
late Viscount Southwood, left the 
Society £1,000. and J. Arthur 
Richardson, for many _ years 
advertisement director of Provin- 
Sa Ltd., left them 
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Thar’s 
uranium 


If the centurion had been carry- 
ing a geiger counter it would 
have clicked vigorously as he 
approached the  radio-active 
waters of Aque Sulis (known 
to-day as Bath). 

These curative waters still attract 
steady visitors—in 
addition to the tourists who flock 
to view the Roman antiquities— 
so that trade in Bath is always 
brisk. Another reason why Bath 
is such a good area for a test 
campaign is that its population is 
a truly representative cross sec- 
tion of the British market as a 


streams of 


whole—and it costs only 9s. per 


s.c.i. to secure positive “blanket” 
coverage of the whole city—and 
the surrounding county areas of 
Somerset and Wiltshire—through 
the Bath Chronicle—14 copies of 
which are sold nightly for every 
house in the city. 


You're selling to Britain 
in miniature if you're 
selling to BATH 


*K The ONLY evening paper printed 
in Somerset. Get full details from: 
The Advertisement Manager, 
Street, London, E.C.4. 
Telephone: Central 2767. 
GLOVERS 


134 Fleet 
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HEN Charlie Stokes 

went to Canada _ in 
1911, eventually to go into 
the Land Department of 
Canadian Pacific in Calgary, the 
“Old West” was fact, not fiction, 
and cowboys and Indians could 
still be seen rolling down the 
main street. 

In a few days’ time Charlie 
will be retiring from his job as 
P.R.O. to the C.P.R. Everybody's 
good wishes will go with him— 
nowhere more than in the Pub- 
licity Club of London, of which 
he has been a stalwart for so long. 
He was an honorary member 
even before he returned to 
England. About 1928, as presi- 
dent of the Advertising Club of 
Montreal, he had this distinction 
bestowed on him by Commander 
Ellis (then chairman of the Pub- 
licity Club of London) whose 
British delegation to the Conven- 
tion in Detroit had enjoyed the 
Montreal Club’s hospitality. 

Now organiser of the Little 
Journeys, Charlie has been the 
Club’s treasurer and chairman, 
and is a vice-president. 


* * * 


SPONSOR of an appeal to the 


B L.C.C. 


' lished 


to erect a memorial to 
Henry Mayhew, author of 
London Life and Labour, pub- 
100 years ago, is Ian 


’ Harvey, M.P. It is suggested that 
' a plaque—inscribed “Here lived 


» author, 


Henry 1812-1887, 


sociologist, 


_ Mayhew, 
journalist, 


' historian of London people and 


+ Ly RRR 


- 


Beate" 


E. L. Fletcher 


founder-editor of Punch” 
should be affixed at 8 Tavistock 
Street, Covent Garden, present 
offices of Country Life, on the 
site of the house where Mayhew 
died. 

Harvey describes Mayhew as 
one of the first and finest factual 
reporters, and as a pioneer of 
“mass observation,” whose work 
did much to raise the condition 
of the poor. 


* * * 


THE WORD “Cebuco” may not 
mean much to you, dear reader. 
But it means plenty to anybody 
who advertises in Dutch daily 
newspapers. Cebuco is a “port- 
manteau-word”. for Centraal 


J. A. Pennock 


PULLING EACH WAY 


What are you looking for 


QUALITY 


QUANTITY or 


RESULTS? 


All these and something more, i.e., reader confidence, can 


be found in THE UNIVERSE. The weekly newspaper with 


the largest net sales in its field. A.B.C. Figure- December 


1950-235 ,472 copies weekly. 


Buy in the right market and get QUALITY “QUANTITY * RESULTS at 40/« per s.c. inch 


No national 
appropriation 
is complete 
without 


FIELD HOUSE 


BREAMS BUILDINGS - 


LONDON - 


ECc4 


C. W. Stokes 
Bureau Courantenpubliciteit, 
which I will make bold to trans- 
late as Central Office for News- 
paper Publicity. 

Ninety per cent of Dutch 
dailies and evening papers are 
members of this powerful organ- 
isation, which is an indispensable 
source of information and help to 
British advertisers and agents. 
Dr. J. A. Pennock, its director. 
whom I met the other day, tells 
me that its excellent marketing 
survey is soon to be published in 
English. 

Pennock—whose own English 
is a few hundred times better than 
my Dutch—tells me that of the 
105 Dutch “dailies,” 19 are morn- 
ing papers and the rest evening. 
Curious is the fact that the word 
“newspaper” is applied only to 
papers that have five or fewer 
issues per week. Also that no 


newspapers are published on 
Sundays. 
a * = 


THAT half-page advertisement in 
the Evening News and the Star 
the other day, which compositely 
reproduced Mackintosh’s Toffee 
advertisements for the past half- 
century, symbolised the whole 
business career of E. L. Fletcher. 

For more than 50 years 
Fletcher has been associated with 
Mackintosh advertising. For the 
first 22 he was with T. B. Browne 
Ltd., where he had charge of the 
Mackintosh account, and for the 
remainder with Mackintosh’s. 
where he is sales and advertising 
adviser. 

Fletcher—who humorously in- 
sists that he is “dead but won't 
lie down”—was reminiscing for 
my benefit about the days when 
contact men called themselves 
canvassers—and really did have 
to canvass! Those were the days 
when firms waited until their 
product was established before 
they would dream of wasting 
money on advertising! 

The change in attitude came, he 
thinks, during World War One, 
when thanks to Excess Profits 
Duty businesses did not mind 
splashing money around! One 
“sticky” firm phoned him up and 
actually offered to spend money 
on advertising! When he asked 
why, they replied “We've already 
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How C. W. Stokes 
became an honorary 
member of the Pub- 
licity Club of London: 
lan Harvey, M.P., 
urges memorial to 
Henry Mayhew: The 
— of “Cebu- 
co”: Half-a-century of 
Mackintosh’s Toffee 
advertisements. 


By CONTACT 


repainted three 
times!” 

I particularly liked his story of 
how he wrote an article condemn- 
ing the display of advertisements 
at the White City in 1921—and 
was then told that his Mackintosh 
advertisement had won first prize! 


* * * 


JUST OVER 100 years ago, in 
1850, there were published in 
London 159 newspapers. In the 
provinces there were 221. In the 
former, 891,000 advertisements 
were printed; in the latter, 
875,000. ‘ 

This information, no less fas- 
cinating for being a trifle inconse- 
quential, I glean from the 1851 
Festival Souvenir Number of 
Bandwagon, which presents in 
contemporary journalistic style a 
realistic picture of life in the 
mid-nineteenth century. 

The article on the Press of the 
period also reminds us _ that 
several journals whose names are 
household words to-day were 
going strongly then—The Times, 
of course (print order, 40,000), 
Punch, The Illustrated London 
News, News of the World, The + 
Morning Advertiser, and Lloyds 
List. 

The number as a whole is 
something quite distinctive, one 
of the few that stand out by their 
originality of conception from a 
spate of Festival special numbers. 
Norman Kark, the editor, tells 
me he contemplates re-publishing 
it as a book. I hope he does. 

Incidentally; to retain through- 
out the spirit of 1851, he turned 
down several would-be adverti- 
sers because they did not qualify 
for inclusion by being 100 years 
old 


WEEKS WISECRACK 


our factory 


**But I asked you to pro- 
duce a house-organ, old 
man — not a mouth- 
organ.” 


ee 


: ee 214 a f | 
Mainly Perdsonal— Bi 
— a | 
FF | 
= ee 
a” Pe is 
a a 
ci ES | 
a alive clea tesdindindMiaes vitedindiaddicciat SG | 
- eS ee ~ : 
7 |B The Universe | 
e | 

— eet _ 


Jury 26, 1951 ADVERTISER'S WEEKLY 


You can have = 


UE 
OLOUR 


{OTOPLAY 


for as little as £150 a page 


The magnificent photo-litho-offset 
printing of Ben Johnson of York has 
won high praise from printing experts. | + Faithful reproduction 
It will reproduce perfectly that 
beautiful piece of artwork. K No blocks 


XK Brilliant, smooth colour 


Photoplay sale has been pegged for some time at 120,000 per month. Present monochrome rate £75 
per page. Recent research reveals 6 readers per copy of whom 75%, are women. Photoplay's 700,000 


readers are enthusiastic, too; over 30,000 families completed a questionnaire on editorial content. 
Ask for a specimen copy of 


BRITAIN’S BRIGHTEST AND MOST INTIMATE FILM MAGAZINE 
An Argus Press Publication + 8-10 Temple Avenue, London EC4 + CENtral 3514 
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THAT one of the main recom- 
mendations of a productivity team 
which studied freight-handling in 
the U.S.A. is that both sides of 
industry in Britain should join in 
publicising that there is nothing 
“new or frightening” in,the idea 
of mechanisation. 

* * * 

THAT three candidates in recent 
professional examinations, asked 
about sources of marketing statis- 
tics, answered that all this kind 
of information can be found in 
ADVERTISER'S WEEKLY. 

* * * 
THAT 34 wives of delegates to 
the International Master Printers’ 
Congress in London this week, 
were entertained to lunch. at 
Harrods and shown around the 
store. 

* * 
THAT the Worshipful Company 
of Stationers and Newspaper 
Makers is holding a public exhi- 
bition of some of its treasures at 
Stationers’ Hall, Ludgate Hill, 
E.C.4, from August 7-31. 

. * * 

THAT Trevor Jones, the Tea 
Bureau’s Press and information 
officer, arranged a “Mad Hatter’s 
Tea Party” at the Tea Centre for 
12 little girls from Dr. Barnardo's 
Village Home, Barkingside. Their 
hostess was Kathryn Beaumont— 


‘Alice’ in the Walt Disney pro- 
duction of “Alice in Wonder- 
land.” 

* * 


THAT damage estimated at more 
than £5,000 was caused by a fire 
at Woodgate Chambers, Lough- 


216 


We Hear— 


borough, involving the offices of 
the J. Woolley Advertising 
Service, Realm Publications Ltd., 
and a Sunday School premises. 

* * & 
THAT re-sale price maintenance 
may be made illegal in Canada, 
where the government is con- 
sidering a plan whereby a manu- 
facturer of a widely advertised 
product would only be able to 
“suggest” a fair price to retailers. 

x * . 
THAT Marketing and Public 
Relations Ltd., of Dublin, formed 
in May, have changed their name 
to Sidney-Barton (Ireland) Ltd. 

* * * 
THAT Henry Balcon is deputy 
managing director of S. Simpson 
Ltd., not export manager, as he 
was inadvertently described in 
last week’s caption to a picture 
of a Crawfords’ Conference 
party. 

. * 

THAT the Bradford Dyers’ Asso- 
ciation have announced that 
800,000 garment makers’ labels, 
produced in May, associated the 


name “Rigmel” with a garment 
brand or| the individual firm's 
product. 

* * * 


THAT the front cover of the 
A FEW DATES STILL OPEN FOR 1951 
BOOK NOW FOR. 1952 


TELEPHONE CITY 4196°FOR FULL DETAILS 


Only twin engined aircraft are permitted to tow air banners over the main 
markets of the U.K. 
(See Air Navigation Act 1949, Rule 14d) 


A. FRASER WHITE & ASSOCIATES 
14 Cheapside, London, E.C.2 CITY 4196 


%& The Only Twin Engined Skyad Service 
in the U.K. 


%& By Far The Most Experienced Service 
in the U.K. 


%& The World’s Longest 2-Message Solid 


Air Banners 


These famous names are FWA clients 
Pepsi: Cola Ltd., D. & W. Gibbs, Bovril Ltd., 
Sobell Radio & T.V., Outspan Oranges, 
Ferodo, Cephos Ltd. 


“You will, I am sure, be interested to know that the banner towing in 
Sheffield on the 4th June was an undoubted success and reaction from 
(signed) Leslie Swabey, Pepsi: Cola Lid. 


the public was excellent.” 


current number of Insider, A. C. 
Nielsen Company house organ, 
has a photograph of Private John 
Jenkin, son of Max Jenkin, 
Nielsen P.R.O. at Oxford. John 
is depicted picking up _ the 
“empties” after an artillery 
“strafe” in Korea. 

* * * 
THAT John James, a member of 
the studio staff of Hope Adver- 
tising Service Ltd., has won first 
prize in a_ nation-wide poster 
design competition organised by 
the National Association of 
Mixed Clubs in England. 

* * * 


THAT Leslie W. Goss, advertise- 
ment manager of Junior Age, was 
called from the office on Friday 
to deal with a swarm of bees 
which had settled on a gas lamp 
in Tottenham Court Road. With 
police co-operation in holding up 
traffic the swarm was successfully 
taken in a cardboard box and 
conveyed to Mr. Goss’s home in 
Amersham. 

* * * 


THAT Anthony 
Gallant, honorary 
Bradford Publicity 


Roderick 
treasurer of 

Association, 
was married at Headingley, Leeds, 
to Miss Audrey Bradford. He is 


the only son of C. Roderick 
Gallant, a former chairman of the 
Publicity Club oa Leeds. 


THAT Seiden & PaK..28 Ltd. 
invited their overseas associates 
and clients to a cocktail party 
aboard a Thames launch to 
“round off" the International 
Advertising Conference. 

* 


THAT Dunlop have sent £250 to 


the British Export Trade Re- 
search Association. 
+ . * 


THAT A, Fraser White (of A. 
Fraser White & Associates Ltd., 
air banner agency) flew with his 
chief pilot, Hugh Kennedy, on a 
business trip to several provincial 
cities last week. 
* - « 
THAT L., G., Parker, secretary of 
the Association of Specialised 
Film Producers, has been ap- 
pointed secretary of the Chil- 
dren’s Film Foundation for the 
time being. 
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THAT Shirley Scott, junior artist 
with Stonehouse Advertising Ltd. 


(Hull), was selected page of 
honour to “Miss Middleton” 
while on holiday at the Middle- 
ton Tower Holiday Camp, near 
Morecambe. 

* * * 
THAT members of the Radio 
Industries Council public relations 
committee were guests of their 
chairman, W. M. York, at 
Southend for one of their meet- 
ings i& connection with the forth- 
coming Radio Show at Earls 
Court. 

- * 
THAT Nigel V. Walters, Society 
of Industrial Artists member, de- 
signed the stands and display 
screeris for the “Books of our 
Times” section of the Canadian 
National Exhibition to be held in 
Toronto at the end of August. 
The books have been assembled 
by the British Council by 
arrangement with the National 
Book League. ‘ 


THAT the following are new 
members of LS.B.A.: Colvilles 
Ltd.; The Mirrlees Watson Co., 
Ltd.; Robert Taylor & Co. 
(Ironfounders) Ltd.; The Robert 
Sinclair Tobacco Co., Ltd.; J. & 
R. Tennent Ltd. 
* * * 


THAT the Glasgow Evening 
Citizen ran a special lead story 
and picture captions in French, 
to commemorate the one-day visit 
to the Clyde of the French liner 
“Liberty.” 


AFTER BUSINESS 
HOURS 


The Winter’s Tale 
(Phoenix) 


Critics have united for once 
in agreement and “The Winter's 
Tale” as presented at the Phoenix 
is hailed as one of the finest 
Shakespearean productions of 
modern times. 

A compelling study by John 
Gielgud lifts Leontes to a figure 
of full dramatic stature. Diana 
Wynyard’s Hermoine is of in- 
nocent excellence, while Flora 
Robson, as the doughty Paulina, 
and George Rose, a clown of rare 
ripeness, are outstanding in a cast 
of uniformly high talent. 

Peter Brook’s production is 
brisk but unobtrusive and helps 
to make this difficult play cred- 
ible.—T.C.B. 
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New Football 
Monthly Sell-out 


The first issue of the new foot- 
ball magazine, Charles Buchan’s 
Football Monthly, due on the 
bookstalls mid-August, is assured 
of a sale of 140,000 copies. 
publishers guaranteed 100,000 
copies for the first issue, but firm 
trade orders rose to 175,000 
copies. Lack of paper prevents 
the printing of more than 140,000 
copies of the first issue, but it is 
expected that for subsequent 
issues additional supplies will be 
available. 

* ~ * 

The Daily Herald has received 
congratulations of the National 
Federation of Retail Newsagents 
on taking the initial step this 
year to help newsagents during 
the summer holidays. The Herald 
is publishing special panels ask- 
ing readers to give newsagents at 
home at least a week's notice 
before going away on holiday. 

. *” * 


eHmE Sevan 


“alt FORCE 


BEViagw 


Flying the world’s biggest 
bomber by the chief test pilot of 
the B- 36D, is one of the interest- 
ing “exclusives” in the August 
Royal Air Force Review, on sale 
early mext week. Illustration 
shows the unusual full-colour 
cover. 

* * 

Topical Publishing Co. are 
bringing out a new publication 
The London & Suburban House- 
hunter, incorporating the Business 
and Property Guide. To appear 
on Fridays it will sell at 2d., and 
will cater primarily for those 
seeking, selling and letting houses 
and flats. 

* * * 

Owing to increasing production 
costs Small Boat has now been 
incorporated with the new journal 

Craft. The changeover 
will take effect from the August 
issue of Light Craft. 


~ 
Price of Art & Industry is 
raised 6d. to 3s. 

* * * 
Co-operation from two over- 
seas newspapers plays a part in 
the display of foreign flowers at 
the Evening News Flower Show 
at Olympia. The New Zealand 


Publications News and Notes 


Freelance and the Jamaica Daily 

Express have both helped to 

Organise exhibits. 
. - * 

The second issue of the News 

Chronicle full-scale publication 


| Women Can Make It will be pub- 


The | 


lished on August 27, to coincide 

with a widely publicised £1,000 

national homersam competitien. 
* 


July issue of Cloth oa Clothes 
— a “Focus on Austra- 
asia.” 


js} 


(NEWS) 
OPSA DATA 


INVITATION 


We are now in a position 
to invite enquiries on 
dvertising in Turkey 
It has taken us a long time 
to organize a plan of opera- 
tion in that market which 


we can recommend with 
confidence. 


If you have Turkey in mind 
it may help you to have a 
talk with us. 


All Particulars on Middle East Press from 
GEORGE YOUNG 

OVERSEAS PUBLICITY & SERVICE AGENCY [°° 

NO. Fleet St.London.£.04 Cen. 549467870 


S.AR 


STOWE « BOWDEN LTD 
LONDON OFFICE 
have changed their 
TELEPHONE NUMBER 
to 
GROSVENOR 3388 


PADDINGTON 
ADVERTISING 
COMPANY 


Pao ncT 2 ul 
37 SPRING STREET w.2. 
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72 pt. Foundry 


Furniture 


Can NOW 
be cast 


ona 
*MONOTYPE) 


SUPER Caster 


The extra-large size is most useful when 
extra side support is needed for formes’ 
moulded by the Vinylite plastic process 


*Reg. Trade Mark of The Monotype Corporation Limited, 55-56 | incolns» 
Inn Fields, London, w.c.2. Head Office and Works : Salfords, Redhill, Surrey? 


Produced by engineers for engineers 


Mechanical World 


AND ENCINEERINC RECORD 


AN ESSENTIAL FOR EVERY TECHNICAL 
ADVERTISING SCHEDULE 
EMMOTT & CO. LTD - 31 KING ST. WEST - MANCHESTER 3 
LONDON OFFICE: 21 BEDFORD STREET W.C.2 
eR 


AMTOTYPE + (4 ours] tener 
fen meee 


Ay ae. 

GIANT ENLARGEMENTS The Auhaging Gece ®S = 
up to 80 sq. ft. in one piece JOHNS, SON & & WATTS L * 
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The type Co. Ltd, Brownlow 
London, W.13 
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ADVERTISER'S WEBKLY 


MARKETING 


INFORMATION 


A Factual 


Survey 
of 
Jo Towns 
& Districts 


READY SHORTLY! 


Containing: — 

Town and Rural Populations 
Retail Outlets 
Local Government Electors 
Principal Industries 
Docks, Exports and Imports 
Industrial Employment 
Housing and Occupied 

Dwellings 
Rating Information 
Farming and Agriculture 
Entertainment, Sports etc. 
Educational Facilities 
Gas, Electricity and Water 
Births, Marriages and Deaths 
Climatic Information 
Number of Factories 
Hospital Service & Nursing 
Motor Vehicles 
Professional Occupations 
Telephone Exchange Lines 
Radio & Television Licences 


aa . 
SIONIAOWd THI OWINNY DS 


R. H. PENNEY, Advertisement Director 
Northcliffe Newspapers Group Ltd. 
Carmelite House, London, E.C.4 
Telephone Central 6000 


CURRENT 


NEW AGENCY’S 


FIRST CLIENT 

DDWS, Dolan Davis Whit- 
combe & Stewart, announced 
this week the name of their 
first client and details of their 
first campaign. 

The client is the Dutch Bulb 
Industry, and the campaign 
breaks in September, with 
schedules in national and provin- 
cial newspapers, magazines, out- 
door and window displays. 

Insertion orders are going to 
advertisement directors this week. 

The campaign will run through 
September, October and part of 
November. £30,000 is being spent 
to dramatise the copy theme 
“For a Beautiful Spring—Plant 
Dutch Bulbs Now.” 

The Dutch Bulb Industry is 
Holland's largest single exporter. 


* * * 
Bovril Take Air 
Time 


A new programme for Bovril 
began on Sunday on Radio 
Luxembourg (208 metre band). 
A quarter of an hour spot at 
9.15 p.m. was taken for a “Por- 
trait of a Star” programme, the 
first one featuring Frances Day. 

* * * 


New Agent For 
Rennies 
Robert Freeman Co., Ltd., have 
taken ovér the advertising for 
Digestif Rennies, which are a 
product of E. Griffiths Hughes 
Ltd. First advertising is now 
appearing. 
* * * 
ACCOUNTS MOVING 


The account of Swissair has 
been transferred to C, R. Casson 
Ltd. A winter campaign, to run 
in nationals and magazines is 
planned to break in early 
autumn. 


* * 
NEW_ACCOUNTS 


Promotion Features Ltd. have 
been appointed agents for Kings- 
clear Hotel, Camberley, and 
Christiansen’s Danish Whisky 
and Cherry Liqueur. 

* * * 


Advertising for the Textile 
Machinery Co., Ltd., 
handled by S. C. Peacock Ltd. 
(Liverpool). A campaign for 
textile machinery will be appear- 
ing in the textile Press. In the 
autumn there will be a national 
campaign for the firm’s knitting 
machine. 

. * om 


Somerville & Milne Ltd. 
(Glasgow) have been appointed 
for Smail Sons & Co., Ltd., 
Glasgow. Motor trade and 
engineering publications will be 


is being - 


ADVERTISING 
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Now ! 


First layout from the new agency. 


used. Another new client is 

James Pringle Ltd., Inverness 

wool and tweed manuiocterers. 
* * 


Auger & Turner’s Birmingham 
branch has taken over the 
account of Wilf Gilbert & Co., 
turf accountants, for whom they 
are a Yes a Midlands campaign. 

* 


Hyde & Partners Ltd. have 
been appointed to handle adver- 
tising for Mark Cross Ltd., 
manufacturers of exclusive 
leather goods. Space is being 
taken in the national magazine 
Press, the trade Press and full 
pages in colour in Vogue. 

This agency is also now hand- 
ling the advertising of Woolley 
Sanders & Co., Ltd., manufac- 
turers of the “Woolsand” hats, 
space being taken in class 
journals. 
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Campaign To Bring 
Back Maltesers 


Maltesers, a Mars Ltd. product 
available before the war and for 
a few months in 1946, are being 
re-introduced on a national scale. 
They are packed in boxes of ap- 
proximately 48—not the little 
bags associated with them. 

Because raw materials are still 
short, supplies will be limited. 
Advertising is therefore to be 
limited for the moment to point- 
of-sale display material. Agents 
are Masius & F. Ltd. 

* - 
NEW CAMPAIGNS 


A prestige campaign in the 
technical Press for Vulcanised 
Fibre Ltd., Guildford, is being 
handled by A. Anderson of 
Guildford. 

* * * 

A new scheme for Taylor 
Walker beer has started in the 
London evening papers. Ads. use 
a design based on an Eckersley 
poster now appearing on Under- 
ground sites. Agents are Edgar 
Firth Advertising Service. 

* * * 

H. C. Longley Ltd., Birming- 
ham, are jssuing new instructions 
for the Perry Two Star Hub 
which is now to be advertised in 
the national, provincial and 
specialised Press in this country 
and in 20 overseas markets. 

* * *~ 

Greenly’s Ltd. are placing for 
radio and television, radio bat- 
teries, public address equipment 
and V.H.F. radio telephone 
equipment, for the General 
Electric Co., Ltd. Bookings have 
been completed for four cam- 
paigns. 


Four new tables in which the 
regular users of London Trans- 
port railway stations and cars, 
and their journey frequency, are 
analysed by sex, status, income 
and age groups, have been pub- 
lished by British Transport. 


Grant Advertising are conducting a campaign for Melchers Advocaat 
in this country. Display spaces are being used in a number of provin- 
cial evenings. Throughout the period this campaign is being supported 
by a novel “locomotive” on a Chrysler chassis which 21-years-old 
William H. Brouwer, a Dutch student from Delft University, is taking 
round London and South Coast resorts as a means of “seeing Britain.” 


Here he is seen “off the rails” in Piccadilly. 


His tour will include 


Scarborough and Blackpool. 
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THE 


* 


THE BEST MEDIUM. 
FOR 
REACHING THOSE 
WHO MATTER WITHIN 
THE INDUSTRY 


* 
For Rates apply 


ADVERTISEMENT MANAGER 
146 FLEET STREET, LONDON, E.C.4 


FISHING BULLETIN 


(THE VOICE OF THE INDUSTRY) 


ADVERTISER'S WEEKLY 


Photographic realism and colourful sereen 
printing add to the effectiveness of this 
striking display for Weston-super-Mare. 


/, 
décor ADVERTISI 


hi 
a 
— 


At DESIGN - DISPLAY: SCREEN PRINTING 


Telephone CENtral 7941 


46 BROADMEAD BRISTOL | 


* tel. BRISTOL 26817 - 20460 


If you 
are interested 


in reaching engineers, chemists 

and others responsible for 

water supply, sanitation and 

drainage or sewage purifica- 

tion, you should advertise in 

“T 
WATER & SANITARY 

ENGINEER ” 
published monthly by 

DALE REYNOLDS & CO. LTD. 

32 Finsbury Square, London, E.C.2 

Write or phone for specimen and rates. 


NO INCREASE 


in the advertising rate. Advertise- 
ments in the “Bolton Standard” 
are cheaper than pre-war. 


In spite of the terrific increase in 
costs, advertising rates remain the 
same, until further notice. 


Advertisers cannot fail to get 
value for their money. 


The Tried and tested medium. 
BOLTON STANDARD 


VICTORIA STREET, BOLTON Phone: 4742-3 


Two essen’ 

are (1) Rapid reliable serv 
features of business upon 
built up customer 
below—Terminus 
attention. 


Strand 
concerns find the 

Simoty supoly the basic data then 
idea to finished plate ready 


Muth and ROUETy ‘pom are 
4] Lithographic ty have 


2691 —where you will receive 
“ALL-IN” SER 


VICE 
invaluable. 
comprehensive service 
the Company handles the from 


for your machine. . - 


G. F. TOMKIN LTD 


FOR THE PRINTING OF 


DAY AND NIGHT PRINTERS 
TELEPHONES: LEYTONSTONE 1164/5 


BOOKSHOP 


& *FOR BOOKS: 


New, secondhand and rare 
Books on every subject 
Stock of over 3 million volumes 
Subscriptions taken for 
British and overseas magazines 


119-125 CHARING CROSS ROAD, W.C.2 
Gerrard 5660 (16 lines) 


Open 9-6 (inc. Sats.) 


British advertisers anxious to 
increase their trade with 
Denmarkshould investigate the 
possibilities of EXSTRABLADET, 
the largest Evening Daily. Pub- 
lished by Politiken, Denmark's 
famous Morning National News- 
paper, it still offers adequate 
space facilities. Full details from: 


CRANE-DEBENHAM LTD. 
69, FLEET STREET, LONDON, E-C-4 
Central 2811 


RENART 
STUDIO LTD 


EALING 3362 
» 444 
7121 


SCREEN PRINTING 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


An internationally known Commercial 
Motor Vehicle Manufacturer invites 
applications for the post of 


EDITOR 


of its House Magazine, circulating all 
over the world. The position calls for 
a journalist possessing a wide practical 
knowledge of the Commercial Motor 
Vehicle industry, with thorough ex- 
perience of producing a magazine of the 
highest possible standard. He will 
maintain a very close liaison with all 
departments and be capable of present- 
ing their contributions in a lively, 
interesting and modern style. It is 
desirable that the editor should be well 
known to the industry and its Trade 
Journals as the post carries with it the 
duties of Public Relations Officer. 
Applicants, who should be not less than 
30 years of age should write giving 
fullest details of their experience and 
qualifications to 
Box 338 
Advertiser's Weekly, 180 Fleet St., E.C.4 


ADVERTISING CLERK wanted by 
leading Catholic newspaper, capable of 
dealing with copy, bookings and re- 
cords Typing an advantage. Apply by 
letter, giving details of age. experience 
and salary required to 
Box 384 Ad. Weekly 180 Fleet St EC4 

PHOTOGRAPHY REPRESENTATIVE 

—A good opportunity is offered to the 
right person with established connec- 
tions. by a well-known and old estab- 
lished London Studio specialising in 
_— and industrial photo- 


4 “tia Ad. Weekly 180 Ficet St EC4 
COPY—IDEAS—CONTACT — executive, 
with some accounts of his own, is re- 
quired as Creative Director in a 
medium-sized, well established, West 
End Agency. Commensurate salary, 
expenses, commission and pension 
Box 414 Ad. Weekly 180 Fleet St EC4 


APPOINTMENTS VACANT, 3s. 6d. per line, 35s. per display panel inch. 
APPOINTMENTS WANTED, 3s. per line, 35s. per dsplay panel lack. All. other 
classifications, 4s. per line, 45s. per display pane! inch. Minimum, 3 lines. Box No, 


under se 
Weekly,” 180 Fleet Street, London, E.C.4. 


APPOINTMENTS VACANT 


DESIGN CONSULTANT, package 
fesigner requires assistant, Experience 
of packaging and exhibition work an 
advantage. Good lettering and crea- 
tive ability essential. Successful appli- 
cant will be required to work in Sussex 
under ideal conditions. Apply 7a first 
aang stating salary required, 

Box 401 Ad. Weekly 180 Fleet st ECs 
sUMLCITY MAN wanted by enterpris- 
ing Engineering Firm_ specialising in 
Dairy and Packaging Trades, must be 
versatile with knowledge of print, copy 
writing and layout. Salary £10 per 
week Apply FORDS (FINSBURY) 
LIMITED, Chantry Avenue, Kempston, 
Bedford. 

WANTED, Bir and 
Representative to act as Agent on be- 
half of the Electric ba aay * now in 


Operation in Must have 
contact with fending Advertising 
Agencies, and preferably resident in 
Birmingham. Electric 


News ‘Lid., 3 
Edward Street, Blackpool 


GENERAL ARTIST, ~ about 30, for 
Country (Bucks) Letterpress Printers 
and Manufacturing Stationers. Letter- 
ing, designing, layouts, some retouch- 
ing. Small two roomed flatiet avail- 
able. Pension scheme and Life Assur- 
ance. Specimens and salary, marked 
“Confidential” to 
Box 378 Ad. Weekly 180 Fleet St EC4 

RETOUCHER: West End Commercial 
Studio requires a further first class re- 
touching artist Good salary offered 
with five day week. Weite in first in- 
stance Stating age, experience and 
salary required to 
Box 432 Ad. Weekly 180 Fleet St EC4 

SETTLE IN FOR SEPTEMBER in the 
Studio of an ency. 
Really progressive opportunity for all- 
round artist with some agency ability. 
Happy conditions with a live team. 
Write fully experience etc., 
required should be stated. 
Box 354 Ad. Weekly 180 Fleet St EC4 


Jury 26, 1951 


‘CLASSIFIED ADVERTISEMENTS 


ARTIST WANTED specialising in Air- 


brush retouching. Five day week, good 
Salary and permanence to the right 
ae Photowork Ltd. 73 Baker 

Street, W.1 . Telephone WEL beck 0938, 


ESTIMATOR "and Print “Buyer for pro- 


Offices in the West 
experience 


gressive Printers. 
End Write, se age, 
and salary required 

Box 433 Ad. Weekly “80 Fleet St BC4 


The post of 
GROUP TYPOGRAPHER 


has become vacant at 


MATHER & CROWTHER LTD. 


Brettenham House 
Lancaster Place 
London, W.C.2 


Please address your application to 
the Creative Director 


AGENCY TYPOGRAPHER 


research. 


ALFRED PEMBERTON LTD. 
require a fully qualified 


MANAGER 


for their Research Department. He 
should have extensive knowledge and 
experience of market and marketing 
research, media research and sources 
of published information. He must 
be capable of advising our clients 


and directors on all 


Write full particulars of experience 
and salary to 


The Managing Director 


ALFRED PEMBERTON LTD. 
93 PARK LANE, 


aspects of 


LONDON, w.i 


WORKING MANAGER required for 
— Company, Southern Eng- 
Wii ling undertake 

y— Stating age, Senet 
ences and salary required t 

Box 435 Ad. Weekly 180 Fleet St EC4 

REPRESENTATIVES required by old 
established company to sell space on 
advertising curtains and year-books 
Permanent positions for competent 
men. Commission and fares. Write 

I et Advertising Com- 

» 91 Stoke Newington Church 

_ Stree y. CLIssold 6991 

SPACE SALESMEN with experience re- 
quired for sponsored media through- 
out Great Britain. Phone AMBassador 
6628 for appointment 

TECHNICAL ARTIST, able to pro- 
duce first class line drawings of 
engineering subjects from blue prints. 
Write or phone Hayward & rarpen. 
ent. 


refer- 


__RAVensbourne 6702 

THERE WILL shortly be a vacancy in 
our Birmingham Studio for a first class 
lettering man Write or phone for 
appointment to: Studio Manager, Rip- 
ley, Preston & Co., Ltd.. 360 Moseley 
Road, Birmingham, 12 Telephone: 
CAL _ 1575 

YOUNG LETTERING ARTIST required 
by manufacturers in West London 
General art work, design, 
finished lettering . 
graphy Interesting and varied work 
Write, giving full details of experience, 
age and salary required to 
Box 4177 Bensons, Kingsway Hall. 
Kingsway, W.C 


SCOTTISH ADV ERTISEMENT REPRE- 

T old estab- 
Applicants 
connection among 
knowledge 
Own car 
Write fully im strict con- 
fidence giving details t, past experience 


SENTATIVE required by 
lished agricultural journal 
thould have good 
Scottish Advertising Agents, 
of agriculture an advantage. 
preferable 


and salary required 


Box 429 Ad Weekly. “180 Fleet St EC4 


’Phone your Classifieds to CHA 8844 (Ex 23) 


KENDAL MILNE & CO., 


COMMERCIAL ARTIST 


Manchester. 
require young lady with fashion copy- 
Must be keen and 


able to handle Press and catalogue 
fashion advertising. Excellent prospects 
Apply. Staff Managcr Women’s 
Section. 


required by 
Men's Wear firm, for the production of 
Showcards and Window Displays for 
branch shops 
writing, with details of @ me and 


any required. wo G cy & Co., 
Lt 12 Hare Street * Woolwich 
oe CE a 
ADVERTISING AGENCY requires an 


intelligemt junior shorthand typist for 
invoices, Must be reliable, aptitude for 
figures necessary S-day week Call 
Crane Publicity Ltd., Quality House, 
_ Quality Court, C hancery Lane, W.C.2 
LONDON AGENCY seck the services of 
a really first rate Artist in the field of 
modern creative layout and design to 
form a new division. The position is 
important, highly paid, and carries 
worthwhile privileges with hm of 
action. Write in confidence to 
Box 430 Ad. Weckly 180 Fleet St ECs 
ADVERTISEMENT MANAGER — 
for series of weekly mewspapers 
South ‘Manchester area; write, stating 
age, experience and salary cequired to 
_ Box 382 Ad. Weekly 180 Fiect St EC4 
COMPTOMETER OPERATORS required 
for temporary work—West End, City 


allowance. Occasional and permanent 
oes for fully experienced operators 
only. Write. Essex Calculating Ser- 
vice ise, High Road, Chadwell Heath, 
Esse: Phone Seven Kings 9933 
DISPLAY ASSISTANT (male) required 
for window dressing and display work 
for well known travel agency. Some 
experience and creative ability essential 
Responsibility and prospects will follow 
for the right man. Write, stating age, 
experience and salary expected. 
Box 434 Ad. Weekly 180 Fleet St BC4 
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Juty 26, 1951 


APPOINTMENTS VACANT 


SPACE REPRESENTATIVE wanted by 
old established journal. ust 
engineering firms North Midlands and 
Poueries. Commissi Would 
suit representative 
th tricts on 


sales record t 
Box 415 Ai. Weekly 18 180. Fee St BC4 
ARTIST: We require a > & good, li round 
General Artist, age approximately 25, 
for the studio of a Londo 
Peiioe. 
good 


OPPOR 

perienced print production 

man required. BS Able to prepare accurate 

inters layouts and to produce original 

layouts for prim. Write, giving full 

details of aouncs experience and com- 
Mencing salary 

Box 436 Ad. Weekly 180 Fleet St EC4 

ADVERTISEMENT REPRESENTATIVE 

required for exclusive South African 

men’s wear Trade journal. This con- 

only journal publishing in 

catering exclusively for 

Tremendous 

in British textile 

manulacturing i q 

commission Write: Trade 

Box 4562, Cape Town. 

10R” SHORTHAND /TYPIST: Junior 

shorthand /typist required for a progres- 

sive London Agency Progressive 

position, five day week and good 

Salary. Agency experience not essential. 

Write fully, ~ age, experience and 

salary requir 

Box 400 Ad. Weekly 1 180 Fleet St EC4 

PRODUCTION: Vacancy will shorty 

Occur in a London Agency for a first 


experie’ 
giving 
ience and salary required 
ox 398 Ad. Weckly 130 Fleet St_ BC4 
REPRESENTATIVES in London and 
Provinces required to call on advertis- 
ing agents studios. etc., for well-known 
and reputed international advertising 
journal Pienty of scope, # com- 
mission 
Box 443 Ad. Weekly 180 Fleet St EC4 


full details” of Ro 


ili 


CLASSIFIED ADVERTISEMENTS 


EXPERIENCED 


COPYWRITER 
REQUIRED 


Within the next month or two we wish 
to engage an additional copywriter with 
extensive experience of writing for 
important national accounts. Versatility, 
good judgment and sound technique are 
essential. 


For the right man, who having acquired 
these qualifications wishes to establish 
himself in an interesting, permanent and 
progressive post in a leading agency, this 
is an excellent opportunity. 

Please write, giving details of experience. 
age and salary required to: — 


The Secretary, 
SAWARD, BAKER & CO. LTD. 
27 Chancery Lane, London, W.C.2 


OLD ESTABLISHED weekly periodical 
has vacancy for Manager who will also 
- as a Le ny’s Secretary. Write 

with full particulars 
Box 437 ‘Aa. "Weekly 180 Fleet St BC4 


CIRCULATION REPRESENTATIVES 
waned, free lance. commission basis, 
for long-established trade journal. All 
—_— except Midland Counties. Wide 


tisement). 


of his own,” 


have had experience 


him. 


A COPYWRITER 
with ideas of his own 


will find an appointment waiting for him in 
a leading firm of Incorporated Practitioners in 
Advertising (whose staff know of this adver- 
We say—and mean—‘with ideas 
but must add that ability to write 


to a brief is also important. 


Accounts and should be young enough to feel 
that the best part of his career is still before 
Letters, which will be treated in con- 


fidence, should be as informative as possible. 


_ W2. 
Box 447 7 
Advertiser’s Weekly, 180 Fleet Street, E.C.4 


Box. “427 Ad. Weekly 180 Fleet St BC4 
LAYOUT: Experienced iayout artist re- 
quired by London Agency Previous 


Position carries a good salary 
c Write in —_ 
perience 


WEST OF ENGLAND Publishers of 
official local guides, require experienced 
Manager for London office. eply in 
= confidence stating age, 


ADVERTISER'S WEEKLY 


APPOINTMENTS WANTED 


CREATIVE EXECUTIVE with over 20 
years expericnce would fit well into a 
medium-sized Agency where class 
Copywriting ability, visualising and a 
flair cative =— * 2 
National Consumer, Techn: 

_ Box 451 Ad. Weekly 180, rect St_BC4 
:, (YEAR OLD needs a job- + sdvertis- 

2 years Agency experic 
Box 452° Ad Weekly 180 D Fleet St BC4 


EXPERIENCED GENERAL 
ARTIST 


aged 29, at the momem assistant 
studio manager, seeks change. Pre- 
ference for Printers or Manufacturers 

Design and working draw- 
¢ packaging 
illustration. 


ad parting” 
London area 


Advertiser's Weekly, 180 Fleet St., E.C.4 


VISUALISER/LAYOUT ARTIST, secks 
change. Not yet top-flight, but weil 
worth £600 p.a. 44 years experience, 
includes art tuying and some finished 


work. 
Box 442 Ad. Weekly 180 Fleet St BC4 


ADVERTISEMENT MANAGER! 
REPRESENTATIVE SEEKS 
CHANGE, owing to limited scope 
in present position. All-round experi- 
ence. Well known. Executive Agency 

tacts, who would be pleased to 
confirm selling abilities, personality and 
tact. 


Box 446 
Advertiser's Weekly, 180 Fleet St., E.C.4 
PRESS AND PUBLIC 
EXPERT offers P.R. 


RELATIONS 


Retainer publicity 
service 


Box 441 Ad. Weekly 180 Fleet St BC4 


compiete 


| HAVE YET TO FIND 


a fa er of technical products 
who earnestly wants high-grade 
Technical Advertising and is prepared 
to organise the means of getting it. 
At 34 | have had experience of the 
right sort in Technical Advertising. 
| want an opportunity as Advertising 
Manager in an organisation that will 
allow me to get to know its products, 
its technicians and Sales Engineers so 
that | can eventually do a real job of 
Technical Advertising. 


445 
Advertiser's Weekly, 180 Fleet St., E.C.4 


Box 438 Ad. Weekly 180 Fleet St BC4 


FREE LANCE SERVICES 


FREE LANCE ARTIST available for 
general  illustretion Pictorial and 
Packaging Design, Lettering and Lay- 


out. 
Box 440 Ad. Weekly 180 Fleet St BC4 


BUSINESS OPPORTUNITIES 


VEISIIING SCANDINAVIA in August. 
on manager of well-known firm of 
Scandanavia export/import agents and 
Advertising and Market Ri Research Con- 
sultants, willing to undertake important 
commussions. 
Box 453 Ad. Weekly 180 Fleet St BC4 A 

A NEW METHOD for imparting | 8 
superior finish to Showcards, Sales Lists, 
Catalogues, Drawings and other printed 
matter Morane Heat Sealing Trans- 
paremt Plast . Pull 
lars from Morane Plastic Co 
Woodthorpe R Ashford, 
sex. 

PHOTO-UNION LID.. ali photograpn. 
services and facilities. Studio Howe | 
Soho Square. JERrard 7is4 

PARTNERSHIP AVAILABLE in ecsiab- 


lished commercial photo studio, £1 
worth of equipment. share, 
ne! 


Our man must 


on first-class National 


established, recognised 

. whose policy is to expand under 
conditions of sincere and energetic co- 
operation with economics in prc 
tion and running costs, has 
proposition to offer similar 
executive with own accounts 

ae 


ul mee t 
Box 444 Ad. Weekly 180 Fleet St BC4 


*Phone your Classifieds 


ACCOMMODATION 


bap —<* SPACE for recommended ex- 
verienced cOmmercia! artist (first class 
silrounden), would share wc 


Cc 

Box 439 Ad. Weekly 180 Fleet St BC4 
PUBLICITY MAN has room for a 
“stable” companion in Flect Strect 
Moderete rent Seqermaky for partner- 

ship if necessary rite 
Box 456 Ad Weekty. 180 Fleet St BC4 
GROUND FLOOR: 
Phones 2 No. Type 


could be 
References 


accommodation 
arranged at same address. 


required. 
Box 397 Ad. Weekly 180 Fleet St BC4 


PRINTERS 


LONDON LETTERPRESS PRINTERS 
invite inquiries for printing for high 
class colour, halftone and jobbing. 
Paper available 
Box 381 Ad Weckly 180 Fleet St BC4 


SPECIAL ANNOUNCEMENTS 


See July 12 issue of Advertiser's 
Weekly, pages 122 and 123 for 
the Advertising Services & 
Supplies Section. August 9 
will be the next issue containing 
these services. 


to CHA 8844 (Ex 23) 
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ADVERTISER'S WEEKLY 


Tuurspay, Jury 26, 1951 


S. a copy 
52/6 a year 
Post free 
55/- (overseas) 


As a critica) guide to the world of new books 
The Times Literary Supplement enjoys a unique 
authority both at home and abroad. No other 
journal covers so wide a field of humane know- 
ledge and study. None keeps in closer touch 
with new ideas in literature. And none com- 
mands greater respect among the body of 
discriminating readers for the breadth and 


justice of its opinions. 


THE %343 TIMES 


Daily -— price 3d. 
THE TIMES 
REVIEW OF INDUSTRY 
Every Month — price Is. 


THE TIMES 
EDUCATIONAL SUPPLEMENT 
Every Friday — price 3d. 
THE TIMES 
WEEKLY EDITION 
Every Wednesday — price 6d. 


THE TIMES REVIEW OF THE BRITISH COLONIES 
Quarterly — price 6d. 


STOP PRESS 


DUNCAN NEW 
PRESIDENT OF 


Pope  vice-c i te ae 
Oughton and H. L. Clarkson re- 
main hon. treasurer and hon. 
secretary respectively. 


During Vernon’s presidency 
£33,652 was collected. 


RE-SALE PRICE 
MAINTENANCE 


Government's White Paper on 
re-sale price maintenance “can- 
not be considered as being in 
any sense attack on advertising 
or on advertised goods as such” 
states news-sheet of Incorpor- 
ated Society of British Adver- 
tisers. Possible effect of legal- 
ised price cutting on long term 
advertising policies is complex 
issue which will receive 
Society's careful consideration. 


CAMPAIGN NEWS 


Bibby’s introducing new green 
—s i 
uc 


magazines. Agents: 
Crowther. 

On behalf of Richard Baxen- 
dale & Sons Ltd. contracts 
placed by Stowe & Bowden Ltd. 
(Manchester), for spaces featur- 
ing “Baxi” Patent Fire in popu- 
lar weeklies, women’s maga- 
zines, “Radio Times” and Class 
A home appeal publications, 
also for Hot Air Stoves in 
nationals, horticulture, farming, 
motoring journals. 


At —-%- meeting of Amal- 


of ond mate 
me oO 

share of 10s. for every three 
held. 


Funeral of wy med Walker is 
y 


Ban on sale of scientific and 
technical magazines to Iron 
Curtain countries may be im- 

by Government following 
with U.S. security authori- 
ties. America has similar 


he P BUSINESS PUBLICATIONS, Led. at thelr office at 160, Fleet Street, London, ECA. (Phone : Chancery 8844.) 
Published by ¢ roprietors, t 


July 26, 1951. Printed in England by Staples Printers Limited at their Great Ti 
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